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Abstract
The objective o f this study is to investigate the trigger factors that compel the 
consumer to impulse purchase of new products in the grocery retail sector. A 
comprehensive review and analysis o f the literature suggests that there are some 
unresolved issues regarding the state o f knowledge on impulse purchasing 
behavior o f new products. In addition, the current conceptualizations of impulse 
purchase behavior do not adequately capture impulse purchase behavior in the 
grocery retail environment. In today’s modem era, shopping has become a social 
and leisure activity, with grocery shopping deemed to be an enjoyable task by 
consumers, reducing the number o f cognitively planned purchases made by 
consumers. Hedonic and pleasure driven shopping endeavors have led to a rapid 
increase in impulse buying, making it common place and socially acceptable 
amongst peers. Even though, most inpulse decisions are made when consumers 
are inside the supermarket, identifying the trigger factors o f inpulse buying of 
new products has not been adequately explored. Previous research has identified 
price to be the main trigger factor o f inpulse buying in the retail sector in general.
The study is both descriptive and exploratory in nature. This research approach 
was employed to collect data on the grocery retail sector and consumers 
impulsive behaviour. The research techniques employed are questionnaires and 
focus groups. Questionnaires conducted both face to face and online with 
SuperValu consumers in the Northwest and West o f Ireland. A small scale 
observation study was conducted by the researcher before questionnaires were 
distributed. In addition to this research, four focus groups with SuperValu 
consumers have been conducted for further insights and perceptions.
The research findings demonstrate that inpulse buying cannot occur as a result of 
one main trigger factor, but it is a wide mixture o f both the internal and external 
factors that encourage and attract the consumer to impulse purchase while in 
store. Analysis of the information gathered, highlights the importance o f in-store 
stimuli on inpulse buying o f new products. Since, multiple interactions and 
associations are possible, the study implies that retailers should seek to design the 
in-store environment to maximize the inpact on its primary target segment to 
encourage inpulse buying habits on a continuous basis.
iv
Glossary
Actual: Used to emphasize the important aspect o f something
Attribute: A quality or feature regarded as a characteristic or inherent part of 
someone or something.
Attitude: A settled way of thinking or feeling typically reflected in a person's 
behaviour.
Buying Behaviour: Impulsive Buyer, Reminder Inpulse Buyer, Suggestive 
Inpulse Buyer, and Planned Inpulse Buyer.
Bricks and Mortar: building material consisting o f bricks laid with mortar 
between them. Retail shops with a physical appearance on the high street are 
traditionally referred to as ‘bricks and mortar’ shops.
Consumer: a person who acquires goods/services to achieve individual 
satisfaction.
CSO: Central Statistics Office
Ideal: Satisfying one's conception o f what is perfect; most suitable
According to the American Marketing Association (AMA) and the Private 
Label Manufacturers Association (PALMA) the follow ing terms are explained:
Retail sector: The retail sector includes all types o f shops that sell goods to the 
consumer, who purchase goods for personal use only. It encompasses all kinds of 
shops, from smaller groceries shops to larger supermarket chains and large 
department stores. In additional to the traditional bricks and mortar shops, the 
retail sector includes online businesses and mail order businesses. (AMA)
Recession -  A turning point in a business cycle which is characterised by 
increasing unemployment and reducing product.
The Retailer - A merchant middleman who is engaged primarily in selling to 
consumers. One retailer may operate a host o f establishments.
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Chapter One
1.0 Introduction
1.1 Introduction to Research
In today’s competitive marketplace, retailers are constantly striving to 
ensure that store environments are the most dynamic, to appeal to their 
target market. Due to intense competition it is difficult for retail stores to 
consistently gain a distinct advantage based on product offerings alone. In 
turn this has led to an increasing reliance on other external cues to 
encourage purchasing and gain a competitive advantage. This dissertation 
investigates consumer impulse purchasing behaviour in the retail grocery 
environment. Specifically it focuses on the influence o f external cues in 
triggering impulse purchases of new products within the Irish grocery 
sector.
Impulse purchasing occurs when “a consumer experiences a sudden, often 
powerful and persistent urge to buy something immediately” (Rook, 
1987).
Traditionally, inpulse purchasing is associated with sales o f low 
involvement products. The underlying assumption is that unit cost is so 
insignificant that the purchaser may be able to dismiss any regrettable 
purchases with ease.
1.2 Rationale
Impulse buying is not a new phenomenon, market research conducted 
over a fifty year period on impulse buying has tried to gain insight into 
what influences consumers to make purchases on inpulse (Clover, 1950). 
Researchers have identified that impulse buyers usually do not knowingly 
set out with the specific purpose o f visiting a particular store and 
purchasing a certain item. This behaviour usually occurs after 
experiencing an urge to buy (Beatty & Ferrell, 1998) and is encouraged by 
certain internal and external factors.
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According to Inman et al (1990) in traditional stores, impulse purchasing 
possibly results from store promotions which act as a reminder, a 
suggestion or for hedonic reasons. Often it is store environmental factors, 
which consumers are exposed to, that help trigger unplanned impulse 
purchasing. As inpulse buying is an inescapable aspect o f consumer 
buying behaviour, it is crucial for retailers to understand and realise the 
influence o f factors within a
controlled environment, i.e. the store setting may be able to prompt a 
consumer’s inpulse purchasing behaviour. Factors such as exciting and 
stirring store design, clever merchandising, and various other store 
practices including displays, promotions, signage, all may influence 
inpulse purchasing (Abrams, 1996, Baker etal,. 1992).
Although impulse purchasing is a phenomenon that has generated much 
research interest, most studies have focused on defining inpulse 
purchasing behaviour. There are numerous research studies on in store 
marketing aimed at inducing grocery inpulse buying, in such diverse 
areas as price promotions (Richard K Miller & Associates, 2012), special 
displays (Peck & Childers, 2006), store atmospherics (Manganari, 
Siomkos & Vrechopoulos, 2009) and shopper marketing (Shankar, Inman, 
Mantrala, Kelley & Rizley, 2011), however little to date directed towards 
inpulse purchasing o f new products in store.
According to West et al (2010) just 10- 12% of new products are 
commercially successful and only 30- 50% meet customer expectations. 
Therefore, it is particularly important for retailers to fully understand and 
realise the potential o f new product impulse purchasing to better meet 
customer expectations and improve the likelihood o f commercial success.
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1.3 Justification of Research
While purchasing in general has received considerable attention, there is a 
relative dearth of research into inpulse purchasing o f new products.
This study investigates inpulse purchasing behaviour in the Irish grocery 
sector. It specifically considers the influence o f external factors in 
triggering impulse purchasing o f new grocery products.
A gap in the research exists with regards to marketers understanding what 
triggers the consumer to inpulse purchase, specifically new products, in 
the retail grocery market. There has been limited published research 
relating to this study. As a result o f this, the researcher will attempt to 
close the gap through exploring, evaluating and identifying the trigger 
factors that compel consumers to inpulse purchase new products. Also, it 
w ill provide an insight into purchase trigger factors which would be of 
assistance to marketers in the Irish grocery sector.
1.4 Research Question
Malhotra, (1999, p.35) states that the correct definition o f a research area 
is vital to the proposed research problem being studied. ‘... Inadequate 
problem definition is a leading cause o f failure o f marketing research 
projects.’
The researcher arrived at the research question after examining available 
literature on the subject o f inpulse purchasing o f  new products and the 
Irish grocery sector.
The research question being addressed in this dissertation is:
What are the trigger factors which compel consumers to impulse 
purchase new products in the Irish grocery retail sector?
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This study will explore, identify and evaluate the environmental factors 
which trigger inpulse purchasing o f new products in the context o f the 
Irish grocery market.
1.5 Research Objectives
Retail merchants and store managers are constantly trying to identify 
variables that encourage and guide consumers’ inpulse buying desires, in 
the hope of gaining control of the variables, through marketing activities. 
Based on a comprehensive literature review, external factors that support a 
consumers’ desire to purchase products can affect impulse buying 
behaviours. A research gap exists in relation to store managers and 
merchandisers truly understanding the trigger factors that influence 
impulse purchasing o f new products.
The researcher has set four primary objectives for this research:
>  Identify the key trigger factors for inpulse purchasing o f new products 
in the Irish grocery sector. This is achieved by identifying and exploring 
consumer perceptions o f impulse buying in a supermarket environment.
>  Develop a greater understanding o f inpulse purchasing behaviours, in 
the category o f new grocery product purchasing.
Through exploratory findings on the Irish grocery sector, propose a list 
specific to merchandisers, of factors triggering inpulse purchasing o f new 
grocery products.
>  Offer detailed recommendations to SuperValu supermarkets, outlining 
the findings in relation to their specific consumer base as well as their in­
store environment.
1.6 Research Scope
This study w ill encompass consumer attitudes, insights, and perceptions 
across the Northwest/West of Ireland. A national supermarket chain was
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used as a case study for surveying consumer reactions, to impulse 
purchasing o f new products in the Irish grocery sector.
1.7 Limitations to the Research
■ Due to the limited academic timeframe, it was not possible for the 
researcher to visit every SuperValu store throughout the Republic 
o f Ireland and identify consumer insights o f every SuperValu 
shopper in the whole o f the country. Due to time and budgetary 
constraints the researcher limited the research scope to the 
geographical areas o f Northwest/West of Ireland.
■ The researcher tried numerous times to discuss the research topic 
with SuperValu Ireland as well as representatives from the 
Musgrave group, however to no avail. As a result, the non­
participation of Musgrave Head Office limited the scope o f the 
research.
■ Due to the lack o f support from other leading supermarket chains 
such as Tesco Ireland, Dunnes Stores, Aldi and Lidl, the research 
scope was narrowed to the SuperValu retail chain and thus 
narrows the term ‘Irish grocery sector’, only to be inclusive o f one 
supermarket chain. Should the researcher have had additional time 
to conduct the study, a comparative between a discount 
supermarket chain and a thriving supermarket chain would have 
been studied to investigate if  the factors that compel consumers to 
inpulse purchase new products in-store, vary between the two 
store types.
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1.8 Retail Sector in Ireland
1.8.1 Evolution of the Retail Sector in Ireland
The origins o f retailing are as old as trading itself (Sullivan & Adcock, 
2002). Retailing, however, is not known to be one o f the earliest forms of 
trading. Records show itinerant traders travelling around the country 
selling a host o f goods during the Saxon times (Sullivan & Adcock, 2002). 
The traders in a local town market place or the sellers who come to 
people’s doorsteps are the retail operators, in the same way a large chain 
of department stores or a catalogue company operates. In the late 1800’s 
and early 1900’s, independent speciality or single -product stores 
governed the Irish townscape. The scene gradually changed with the 
introduction o f department stores. One o f the world’s first department 
stores was set up in Ireland. Cleary’s & Co, which today is still a popular 
shopping destination for consumers, opened its doors in 1853, with many 
others following suit, (retailireland.ie). For consumers, the appeal was 
immediate. In addition to convenience, retail stores offered something 
new, a customer experience, an appealing environment where shopping 
was more than a transaction. From this, grocers transformed their models 
as well. Moving from the traditional small grocery store format to a 
bigger, broader form of hyper or super market. This helped the retail 
industry in both Ireland and the United Kingdom to develop as a 
significant economic sector.
Napoleon Bonaparte famously joked how England was ‘nation o f shop 
keepers ’, today this saying still holds true for both Ireland and the UK. 
Historically, the term retailing has been considered as “the sale o f  goods 
to the consumer through retail shops” (Brittian & Cox, 2004), with 
Sullivan & Adcock (2002) the retailer as a trader or a dealer who sells 
goods in small qualities. However, in today’s modem society, retailing is 
thought to be much broader. It is the sale o f goods, as well as services, to 
the consumer for personal, household or family use. With the introduction 
o f the sale o f services in the retail environment, it shows retailing involves 
more than the selling o f tangible products. The retail industry is
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exceptionally diverse, and as there are many different kinds o f retail firms, 
classifying them into a small and neat system has been difficult to achieve. 
Today, Ireland’s grocery market comprises of three very distinct types of 
retailers:
(Gilbert, 2003).
1. The Supermarket M ultiples -  these are retailers who operate large 
chain supermarkets. Examples include Tesco Ireland, Dunnes Stores, 
SuperValu / Superquinn (operated by the Musgrave Group).
2. The Symbol Groups -  these are retailers who own their own stores; 
however they trade under a group name. Examples include Spar /Spar 
Express, Londis.
3. The Independent Retailers -  these are retailers who operate their stores 
independently. Examples include local grocery stores in villages such as 
Bay View Stores, Co. Sligo.
Retail businesses are major employers. The retail sector is Ireland’s 
largest employer with over, 250,000 people currently employed in the 
sector. This figure accounts for 14.5 % of the total workforce in Ireland in 
2013 (IBEC, 2013). The sector has however experienced significant job 
losses since the current economic downturn (recession) began in 2008, 
with employment declining by a staggering 47,000(0riginally employing
314,000 pre 2008 period).
The Irish grocery market is estimated to be worth 14 billion euros. The 
key feature o f the market continues to be consumer spending patterns, 
mainly towards the promotional basket and an increase in “own brand” 
participation (Musgrave Group Annual Report, 2012). David Berry, 
commercial director at Kantar states ‘In the face o f  continued price  
inflation and the onset o f  the local property tax, shoppers continue to rein 
in their spending and look fo r  the best value’ and ‘Shopping across a 
range o f  different retailers is a big trend among consumers, who are 
making smaller, more frequent trips ’ (Kanter Worldpanel, The Irish & UK 
Grocery Retail, 2012).
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Total Irish food retail sales in Ireland have recently been in decline, from 
a high o f €11,398 million in 2007 declining to €10,370 million in 2010. 
However, sales’ projections to 2014 look positive, with growth o f 3.91% 
projected to be achieved by 2014 (Bordbia.ie). The Irish retail markets are 
both set to expand in 3-5 years’ time, with Irish food retail growing at an 
average o f 1% a year through 2014. The grocery retail industry in Ireland 
is expected to return to previous growth levels as the Irish economy 
recovers. Food retail sales in the UK are expected to achieve compound 
annual growth rate of 2.8% over the next 4 years. Food retail sales in the 
UK for 2010 were estimated at €129,260 million, and are predicted to 
reach €144, 511 million by 2014(BordBia.ie). The following tables 
indicate food retail sales for both the Republic o f Ireland (Table 1) and the 
United Kingdom (Table 2) for the period 2007 -2014 inclusive.
Table 1.1: Food and Retail Sales for Rep. o f Ireland 2007 -2014
Republic o f  Ireland
VALUEC
2007 € 11,398 M
2008 € 11,204 M
2009 € 10,602 M
2010 (est) € 10,370 M
2011 (fore) € 10,392 M
2012 (proj) € 10,492 M
2013 (proj) € 10,728 M
2014 (proj) € 10,776 M
Table 1.2: Food Retail Sales for United Kingdom (UK) 2007 -2014
United Kingdom
VALUE €
2007 € 112,229 M
2008 € 118,877 M
2009 € 127,107 M
2010 (est) € 129,260 M
2011 (fore) € 131,392 M
2012 (proj) € 134,668 M
2013 (proj) € 137,807 M
2014 (proj) € 141,183 M
Source: bordbia.ie
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The number of grocery stores in Ireland per 1,000 population stands at 3 -  
4 times that in the UK, Germany and France. However, the small scale of 
Ireland’s retail sector is illustrated by the fact that Ireland’s largest retailer 
is ranked only 97th in Europe by size o f turnover. Ireland has one o f the 
largest foods to non-food retail store ratios within Europe. 36% of 
Ireland’s outlets are food. (Forfas 2001;Forfas 2005).
The latest data from Kanter Worldpanel 2013 identifies the main grocery 
retail stores in Ireland in 2013. Tesco, one o f Ireland and the UK’s leading 
supermarket giants is continuing to remain dominant in the market share, 
however, Irish supermarket chains are gaining a strong proportion o f the 
grocery market share. Dunnes Stores taking 22.4%, followed by 
SuperValu dominating 12.5% to date in 2013. Martin Kelleher, the 
managing director of SuperValu, states he was ‘pleased with the 
performance’. Independent grocery stores as well as additional group 
owned supermarkets are taking 16.6% of the market share, followed by 
the lower priced supermarkets such as Aldi and Lidl, taking a combined 
13% of the share. The figures show a slight decrease in market share for 
both Tesco and Dunnes Stores from 2012, however remaining stores have 
witnessed a slight increase in market share in comparison to the same 
period last year (Kanter Worldpanel, 2013).
Figure 1.1 Grocery Retail Market Share 2013
2013 Grocery Retail M arket Share
*  Tesco 27.6%
■  Dunnes Stores 22.4%
■  Supervalu 12.5%
■  Aldi 6%
M Lidi 7%
■  Other 16 6%
Source : Kanter Worldpanel 2013
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Strong competition in the retail sector has kept prices low and 
competitive, in turn, contributing to Ireland’s low inflation (Forfas, 2005). 
The retail sector also contributes to competitiveness by encouraging and 
influencing manufacturers and suppliers to increase their productivity. 
Data provided by Forfas (2001) indicate that approximately 50 per cent of 
the output o f Irish food companies is sold within the Irish market. 
Throughout the years, retailers have played a key part in providing an 
outlet for Irish manufactures, helping them launch new products onto the 
market, as well as developing their competiveness required to compete in 
international markets.
1.9 Consumer Spending
The on-going recession both in Europe and internationally continues to 
inpact consumer spending levels in relation to food and has been 
particularly evident in the on-going shift to value offerings. As household 
budgets remain tight consumers will continue to manage their budgets by 
shopping around to get the best value for money. With growing numbers 
of consumers going online to plan their shop, multi-channel delivery such 
as efficient delivery and collection service by the supermarket is critical to 
holding and growing market share at this period. 2012 /2013 saw an 
increase o f 7.9% in online grocery sales, compared with an annual in store 
growth o f only 0.2% (Independentie, 2013).
While any turnaround in consumer food prices is welcome, promotional 
pressures placed on manufacturers by retailers seeking to maintain market 
share continue to inpact on average returns across most categories during 
the 2010 / 2011 period. The perception o f ‘value’ has changed amongst 
UK and Irish consumers, largely due to the recent recession and 
increasing strength o f private label brands. Examples o f private label 
brands being SuperValu “own brand” products which are said to be o f a 
similar quality o f well-known branded items, but more economically 
priced for the consumer.
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Consumers have been content to down trade to lower-priced brands, often 
store economy ranges, safe in the knowledge that they can find high- 
quality produce in the value end o f the market. Brand loyalty has 
diminished somewhat, as consumers seek more for their money, although 
not simply the cheapest option. Some consumers need to drastically 
reduce their grocery spend, and have looked for the lowest possible prices 
for food and drink. Consumers have now come to expect “deals”. They 
are much more savvy and look for (and expect) value, even in premium 
products and ranges. Retailers continue to create new promotions and 
incentives (loyalty cards, collaborations with lifestyle brands, prizes etc.) 
with which to maintain consumer loyalty while also gaining invaluable 
consumer profiling insights. This gives Irish producers the opportunity to 
provide retail partners with promotions, such as discounted products or 
brand relevant prices.
Promotions w ill remain a major component o f how retailers provide value 
to the consumer. Over the next five years, promotions will be more and 
more aggressive as retailers grapple with the nature o f a mature market 
with little above-inflation growth(IBEC.ie,2013). Brand bundling and co­
promotions as well as tried and tested strategies such as coupons and 
loyalty-card schemes will be key components o f retailers’ promotional 
offerings. Examples can be viewed in Table 1.3 on the following page.
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Table 1.3: Brand Building & Promotional Schemes in Supermarkets
Examples O f Brand Building & Promotional Schemes in 
Supermarkets
■ Loyalty Card Schemes: The Big Clubcard Voucher 
Exchange promotion from Tesco offers Clubcard holders the 
chance to redeem their points at double value. It recently 
contributed to an 18% increase in voucher redemption
compared with the previous year.
     -  _ _
■ SuperValu Real Reward Scheme: € 1 billion o f SuperValu’s
sales were via its Real Rewards loyalty programme, with an 
additional 102,000 new members registering for the scheme 
in 2012 alone.
1.9.1 The New Influe nee rs in the Supermarket
Retail buyers continue to look to food writers, celebrity chefs, bloggers 
and consumer forums to keep abreast o f consumer food trends. As 
consumers also look to these influencers for tips on tasty treats, recipes 
and ingredients, retailers and suppliers must align with consumer interests 
and influences. Examples of ‘New Influencers’ can be viewed in Table 
1.4.
Table 1.4: New Influencers in the Supermarket Retail Sector
Examples of New Influencers in the Supermarket Retail Sector
■ Olive Oil: Between 1990 and 2010 there has been a 300% increase in 
olive oil inports in the UK. A key driver, apart from health benefits, 
has been the heavy use of olive oil by celebrity chefs on television.
■ Food Programming: Between 1990 and 2010 there has been a 7,000% 
increase in the hours o f food programming on television with celebrity 
chefs such as Kevin Dundon and Jamie Oliver being Key Influencers. 
Supervalu Ireland teamed up with Mr Kevin Dundon in 2010.
Source: Kanter WorldpaneI.com 2013
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1.9.2 Need for Variety
Consumers are always on the lookout for new foods to try -  new flavours 
and textures, and generally something fresh and intriguing. Retailers are 
looking for new product ideas, new styles o f eating, exotic ingredients and 
processing techniques to offer to its customers (Bordbia.ie, 
2013).Examples can be viewed in the below Table 1.5.
Table 1.5: New Products in Supermarkets
Examples of New products in Supermarkets
■ Good4U: Health food brand that specializes in ready to eat 
bean sprouts and shoots.
■ Vogel Bread: Has become famous for its quality and its diverse 
ingredient selection such as Flax Seed and Soya bread.
1.10 SuperValu Overview
SuperValu is part of the Musgrave Group which encompasses a host of 
other supermarket chains throughout Ireland. Musgrave is a privately 
owned company, which has strong beliefs in supporting independent 
businesses and as the communities they serve. This helps build and sustain 
local economies through the local multiplier effect:
>  For every €1 spent at a local business .45 cents is re- invested locally.
>  For every €1 spent at a corporate chain only .15 cents is re-invested 
locally.
Source: M usgravegroup.com
SuperValu is Ireland’s largest grocery and food distributor. With 232 
independently owned stores throughout Ireland, SuperValu has served the 
people o f Ireland for over 30 years and has become a well-established 
landmark across Irish communities. This reputation has been earned 
through the fresh food quality, strong value offering, consistent support of 
local producers and the expertise and customer service across the stores.
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The retail brand outperformed the market in 2012, delivering value to 
shoppers through price reductions, promotions and an extensive own 
brand range. According to SuperValu Ireland 2013, Superquinn will to 
become part o f the SuperValu family in 2014 and all stores will be 
renamed as SuperValu stores. Combining SuperValu and Superquinn will 
create an unrivalled Irish national retail brand enabling more shoppers to 
access SuperValu’s unique offering.
1.11 Overview of Research
The study comprises o f five chapters which are identified in the diagram 
below:
Figure 1.2 -  Research Structure
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Within this section a brief synopsis o f each chapter is outlined:
1.11.1 Chapter One -  This chapter is an introduction to the research 
being conducted. It introduces the research problem, highlights the 
objectives set out by the researcher, the rationale, as well as the 
justification for the study.
1.11.2 Chapter Two -  provides a comprehensive review of the relevant 
academic literature available on consumer buying behaviour, inpulse 
buying and the Irish grocery sector. This chapter provides clarification and 
an exploration o f the academic information on inpulse buying o f new 
products.
1.11.3 Chapter Three -  outlines the details o f the research methodology 
chosen. The research methods are outlined within this chapter as well as 
reasons provided why these methods were selected. The strategy, validity, 
limitations o f the research, and ethical considerations are discussed within 
this chapter.
1.11.4 Chapter Four -  provides a discussion o f the primary research 
findings. The results o f the research study are reviewed in depth. An 
analysis in relation to the research objectives is provided.
1.11.5 Chapter Five -  This chapter contains a summary o f the key 
findings from the research conducted as well as providing 
recommendations in relation to them
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1.12 Timeline of Dissertation
Figure 1.3 Timeline of Dissertation
Jul -Aug
May- Aug
Mar-Jul
Jan-Jun
P  Continious Secondary 
Research &Updating of 
information 
■  Primary Research prep 
and conducting & 
Analysis
1.13 Conclusion
This chapter presents an introduction to the research being conducted. It 
outlines what the research is and what the aim o f the investigation is. The 
researcher’s justification o f the research is clarified, as well as a review of 
the both the retail and the grocery retail industry in Ireland from its 
infancy .Concluding this; the researcher provides an overview o f the 
sequential chapters.
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2.0 Literature Review
2.1 Introduction to Consumer Buyer Behaviour
Historically, researchers o f consumer behaviour developed a number of 
theories in an attempt to explain and predict the behaviour o f the 
consumer (Engal et al, 1982). These theories suggest consumers are 
searching for and using information to make an informed choice. This 
suggests the consumer is a rational, thinking problem solver, who stores 
and evaluates inputs to make a reasonable decision (Markin and Narayana, 
1975). However, much consumer behaviour does not involve the 
extensive search for information or the evaluation o f alternativest
(Olshavsky and Granbois, 1979). Due to the host o f decisions made by a 
consumer on a daily basis, it is wrong to assume there is a constant 
information search for each purchase (Kassarkian 1978, 1981). This has 
resulted in consumer behaviour being viewed as twofold; low involvement 
consumer behaviour and high involvement consumer behaviour (Engel 
and Blackwell, 1982).
The term consumer is described as a person who acquires goods/services 
to achieve individual satisfactioa A consumer is used to portray two 
different kinds o f consuming entities; the personal consumer and 
organisational consumer. Personal consumers purchase goods and services 
for their own use. The goods/ services are bought for final use solely by 
an individual. In the case o f the ‘organizational consumer’, this form of 
consumer encompasses both for profit and not for profit business e.g. 
government agencies, institutions etc. All o f these must buy products, 
equipment and services in the operation o f their respective organisations 
(Hawkins et al,. 1998). The consumer is known as the ultimate user of 
every product and without consumers there is no market as such (Baker,
2004).
According to Well & Prensky (2003), consumer behaviour is the study of 
consumers as they exchange something o f value for a product or service 
that satisfies their needs. It also focuses on how individuals make their
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decisions and spend their valuable time, money and effort on consumption 
related items (Schiffrnan andKanuk, (2010).
Kotler (1994) states consumer behaviour is the study o f what, why, how 
and when they purchase. It is a mix o f psychology, sociology, socio 
psychology, anthropology and economics that all blend together. 
Consumer behaviour looks at, as well as understands, the buyer decision 
making process, in both an individual and group context. Characteristics 
o f individual consumers, in terms o f psychographics, demographics and 
behavioural attributes are closely studied, as well as identifying and 
assessing group influences on consumer. Group influencers may be peer 
groups, family members or simply the extended social environment 
(Kotler, 1994).
There is little agreement about how to define, and measure, the term 
involvement (Cohen, 1983). The variety of definitions, as well as the 
measures o f the term can be linked to different applications to the actual 
term ‘involvement’. Kotler et al., (1999) ‘Four Types o f  Buying 
Behaviour’ model highlights a set o f four separate buying behaviours. 
Each buying behaviour type is characterised by either high or low 
involvement. High involvement products have perceived differences 
between the brands on offer, with low Involvement products seeing few 
differences between the brands. It is suggested that the buying behaviour 
o f an individual greatly differs from a simple and habitual purchase e.g. a 
tube o f toothpaste, to the more complex one involving an extensive 
gathering o f information e.g. a new car. Complex decisions o f consumers 
can involve more buying participants as well as more deliberation by the 
individual.
Assael (1995) states how behavioural researchers have identified two 
types o f involvement with regards to products: situational and enduring. 
Situational involvement is believed to occur only in specific situations and 
is temporary, whereas enduring involvement is on a continuous basis and 
is more permanent. Both situational and enduring involvement is likely to 
result in a more complex decision being made.
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A model o f consumer involvement can be viewed in Figure 2.1. The 
figure highlights that the basic conditions for enduring involvement o f the 
consumer are the products importance to the consumers’ self-image, the 
products emotional appeal, its badge value to the consumers’ reference 
group, as well as the continuous interest in the product by the consumer. 
The main conditions for situational involvement in a product are both the 
perceived risk as well as the badge value to the consumer. One o f the main 
reasons why an uninvolved consumer becomes involved with a purchase 
is the perceived risk in purchasing the product. This perceived risk being 
the total risk the consumer perceives to be in the purchase decision due to 
the uncertainty of the decision, and the potential consequences o f a poor 
decision being made.
As previously noted, the badge value o f a purchase is a condition for both 
situational and enduring involvement. The model highlights that 
situational and enduring involvement can be independent o f one another, 
one does not necessarily lead to the other. However, it can be seen that a 
logical linkage between the two exists, i f  it is a frequent purchase, 
situational factors may lead to enduring involvement. It can also be seen 
that both types o f involvement may lead to higher levels o f information 
processing by the consumer, which therefore leads to a greater evaluation 
o f  brand alternatives.
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Figure 2.1 Model of Consumer Involvement
1. Product 
Import at nee
2. Continuous 
Interest
3 . E m o tio n a l 
A p p e a l
¡4. B a d g e  V alu e
Enduring
Involvement
Decision
Making
The level o f involvement varies by the individual. Some consumers may 
be highly involved with a product as he/she associates with appearance 
and social acceptance. However, when it comes to grocery shopping, most 
consumers are deemed to have low levels o f involvement as the task is 
seen to be a necessity and perceive little difference between brands. 
Differences in product involvement can also occur on a cross cultural 
basis. Examples of this can be seen in countries such as China, where 
bicycles are the primary means o f transportation compared to that of 
countries like the United States o f America.
2.1.1 Consumer Involvement
Consumer involvement identifies how the consumer involved in the 
purchase o f a product or products, and the after purchasing o f the 
product, responds towards the products. The individual consumer can 
receive the information on the product through advertising, for that they 
purchase, use, and react that they see and hear about the products that they 
buy (Barry, 1987). The level o f involvement o f the individual’s intensity 
o f interest towards a certain product, and the importance o f the product for 
that particular consumer, are enduring involvement and situational 
involvement (Homewood IL & Irwin, 1987). Routine response behaviour
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from the consumer is the process used when the consumer regularly 
purchases low-cost items. Little research is required or search for a 
decision-effort is minimum (Homewood IL & Irwin, 1987).
For the consumer involved in the purchasing o f products, as well as usage, 
aspects o f high involvement and low involvement are included in the 
process o f purchasing of products. Sometimes the consumer involves high 
and low involvement in purchasing products, therefore the theory of 
involvement illustrates that the consumer recognises the upmost 
importance o f their purchase. The level o f perceived risk is also 
considered. It reflects on the consumers’ self-image. Information 
processing may be different from one another (Ray, 1973). Low 
involvement sees the consumer accepting an array o f products, all be it 
with a positive attitude. First, the consumer can select any kind o f product, 
make use o f the product, and if  they are not sure about how to use the 
product, and they learn how to use the product. For example if  a consumer 
purchases a new product such as a computer, they firstly buy the computer 
in the store or online, they then use the computer. Should the consumer 
not know how to use the computer or are not satisfied with their skills 
they can attend classes. As stated by Ray (1973) low involvement o f the 
consumer can be in the manner of do- feel- learning.
In contrast to this, high involvement is a rational and emotional response 
from the consumer. With high involvement, consumers firstly learn about 
the product, use the product, if  they are Comfortable to use the product 
they then purchase the product. It is to be noted that the high involvement 
theory is the reverse to low involvement and is leam-feel-do manner 
(Debruicker, 1979).
2.2 Consumer Decision Making Theories
According to Shao (2006), three decision theories have been identified -  
Normative, Behavioural, and Naturalistic.
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2.2.1 Normative
Normative decision theory originated in the economic discipline. Shao
(2006) identifies the decision making process as ‘gambles’ and decision 
makers as ‘economic’ men striving to maximise payoff. According to 
Schoemaker (1982), normative decision theory is a family o f theories. At 
the core o f the ‘family’ is a rational decisionmaker. The decision process 
being a single stage process o f consistent calculations o f the consumers 
options. Schoemaker (1982) expanding further states that the consumer 
decision making process is a complex process. Assael (1995) identifies 
the normative approach to be the influence exerted of an individual to 
conform to group norms and expectations.
Over time, there has been growing dissatisfaction with the normative 
approach. This is as a result of observed decision behaviour often going 
against the underlying assumptions o f normative decision theory.
2.2.2 Behavioural
The behavioural decision theory came to light when researchers observed 
how decision makers rarely make explicit trade-offs, let alone explicit use 
of probability and their preferences are constructed, not invariant 
(Bettmann et al., 1998). Simon (1955) argues that decision makers have 
only bounded rationality and are looking to satisfy.
2.2.3 Naturalistic
According to Shao (2006), researchers have developed various naturalistic 
decision models based on observations o f how decisions are made by 
individuals in a natural environment. Orasanu & Connolly (2009) use an 
example o f a decision maker such as a fire ground commander. He/ She 
will first recognise a fire situation, come up with plan o f action, use 
cognitive imagination to assess the appropriateness o f the plan, and then 
act in the most appropriate manner.
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2.3 Consumer Decision Making
The consumer decision making process is not a single process. The 
consumer evaluates the brand in a detailed and comprehensive manner. A 
host o f information is sought and a variety o f options are evaluated in this 
process. Figure 2.2 presents a typology o f consumer decision making 
based on two dimensions:
1. The extent o f  decision making and
2. The degree o f  involvement in the purchase.
The first dimension represents a continuum from the consumers’ decision 
making to habit. Consumers can base their decisions on a cognitive 
(thought) process of information searching and evaluation o f the brand 
alternatives. Opposite to this, the consumer may have little or no decision 
making taking place when he/she is satisfied with a particular brand, 
product and purchases the item(s) consistently.
The second dimension depicts a continuum ranging from high to low 
involvement. High involvement purchases have a greater importance to 
the consumer. These purchases are considered to be associated with the 
consumers’ ego and self-image (Assael, 1995). The consumer experiences 
some risk with the purchase. This risk can be financial, social or 
psychological. The consumer needs to dedicate time and energy when 
considering product alternatives. Low involvement purchases are not as 
important to the consumer and the risks, as mentioned above, as not nearly 
as great. A low involvement purchase generally entails a limited process 
of decision making.
The consumers’ decision process identifies four types o f consumer 
purchase processes. Figure 2.2 shows Assael’s (1995) consumer decision 
making process on the following page.
M.Sc in Marketing 2013 Page 23
An Exploration of Impulse Purchase Trigger Factors: A Focus on New Products in the Irish Grocery
Market
Figure 2.2 Consumer Decision Making Process
2.3.1 Complex Buying Behaviour
The first process is known as the ‘complex decision making’. This takes 
place when the consumer is highly involved in a purchase and the 
perceived differences between the brands on offer. Consumers actively 
search for information to evaluate brands. The product may be expensive, 
be an infrequent purchase perceived purchase risk is high (both financially 
and technologically). The consumer has a lot to learn about the product, 
gathers much information and the evaluation o f the product is also far 
more extensive, for example the purchasing o f a new car. The individual 
buyer w ill firstly develop beliefs about the product, followed by attitudes, 
resulting in a thought provoked purchasing choice. The consumer may 
shop around to see what is available. Here, the consumer responds to 
factors such as convenience or price point.
Following the purchase, the consumer may experience post purchase 
dissonance. Any negative information about the chosen product can cause 
post purchase dissonance; that is, conflict arising as a result o f two 
contradictory beliefs (Assael, 1995). This happens as the consumer begins 
to notice disadvantages to the product purchased.
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2.3.2 Brand Loyalty
Complex decision making will not occur every time the consumer 
purchases a product. When the purchase is a repetitive one, the consumer 
learns from past experiences and with little to no decision making 
involved, purchases the brand that is most satisfactory. Therefore, brand 
loyalty is the result of repeated satisfaction, as well as a strong 
commitment to a particular brand. Information search and the evaluation 
of alternatives are limited. Brand loyalty can also include a consumer’s 
habitual behaviour. This means they simply reach for a brand within the 
store. As this process continues, the brand is chosen as a result o f habit 
instead o f brand loyalty. Due to low involvement with the product, the 
consumer may never experience a post evaluation stage o f their purchase 
experience.
2.3.3 Limited Decision Making
A decision in a low involvement condition can be characterized as 
‘limited decision making’. On a daily basis consumers go through a 
decision making process in which they are not highly involved. This is 
due to their past experiences with the product.
2.3.4 Variety Seeking Buying Behaviour
Limited decision making is also likely to take place by the consumer when 
he/she seeks variety. Consumers’ variety seeking buying behaviour occurs 
in situations which again are characterised by low involvement. Here, the 
influence o f perceived brand differences is strong. When the involvement 
is low, consumers are more likely to brand switch out o f boredom or 
purely for the search o f variety. As a result, this buying behaviour sees the 
consumer switching between brands. There is little risk associated with 
the purchase and generally happens inside the store, especially grocery 
shopping. This variety seeking behaviour normally occurs as a desire for 
variety rather than dissatisfaction with the product purchased.
M.Sc in Marketing 2013 Page 25
An Exploration of Impulse Purchase Trigger Factors: A Focus on New Products in the Irish Grocery
Market
2.3.5 Inertia
When a consumer purchases a low involvement product they form beliefs 
passively, make the decision with little information processed, and 
evaluate the product after the purchase has been made. Inertia involves the 
repetitive purchasing of the same brand or product to avoid making a 
decision and the consumer does not make a subsequent evaluation until 
after the first few purchases. If a certain level o f satisfaction is reached, 
the consumer will continue to purchase. The theory that best describes 
inertia is classic conditioning. When the consumer is not involved with the 
product, contiguity between a stimulus and response can be established 
easily through repetitive advertising as the consumer is in a passive state. 
An association is formed without thinking.
2.4 Complex Decision Making Process
The sequence o f steps involved in this model is referred to as a hierarchy 
o f effects as it stipulates the sequence o f the consumer decision making 
process. Assael (1995) identifies a model o f consumer decision making 
process be a five step process. These steps include: Need Arousal, 
Consumer Information Processing, Brand Evaluation, Purchase Decision 
and finally Post Purchase Evaluation. A model o f the decision making 
representing these five steps is presented in Figure 2.3.
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Figure 2.3 The Consumer Decision Making Process
The model presents a process o f decision making as follows:
2.4.1 Need Arousal
The consumer decision making process begins with the consumer 
identifying a consumption problem that needs solving (Hoyer & 
Maclnnis, 2007). Need Arousal is the perceived difference between an 
ideal and an actual state. The ideal state is the way a consumer would like 
a situation to be or the way they would like to feel at a given moment in 
time. The actual state is how consumers perceive their feelings and the 
situation at a moment in time (Hawkins et al, 2007). A consumer begins 
with a particular state o f mind that represents his/her perception and 
attitudes towards the product/service. The consumers’ state o f mind is 
known as the psychological set toward the potential purchase o f the 
product- that is the benefits the consumer wishes to gain from the product. 
The consumers psychological set is represented at any one time, however 
this changes during the course of the decision making process as new 
information is processed. The benefits a consumer seeks as well as 
attitudes are a function o f a number o f variables. These variables include 
the consumers past experiences, consumer characteristics, consumer 
motives, environmental influences such as peers, social groups, social
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class, and finally, past marketing stimuli which is inclusive o f attributes 
such as price, promotion and in store strategies. The external stimuli can 
push and encourage the consumer to purchase.
2.4.2 Information Process
Assael (1995) notes the immediate result o f need arousal to be the 
gathering o f information about the product/ service. The consumer 
information process involves exposure to both the organisation of, and the 
search for information. For the consumer psychological set to be 
influenced, stimuli must gain the consumers attention, as well as retain it 
in the consumers’ memory for a certain period o f time. The consumers’ 
level o f involvement will determine the level o f information processing 
undertaken by the consumer. Consumers have the ability to become aware 
of a stimulus with very little interpretation on their part, but the stimulus 
could still influence their purchasing behaviour. Nelson (1970) argues in 
an early article on information search behaviour that the type o f good has 
implications for the whole structure o f the market. The author 
distinguished between two goods; search goods and experience goods. 
Search goods are goods that make it worthwhile to try and search before 
buying, such as clothes (Nelson, 1970). The author claims that experience 
goods, such as groceries, are inpossible to try for their quality before 
(unless maybe if  a store offers samples of a product in a grocery store). 
Moreover, he argues that with a low purchase price, prior extensive search 
for quality will not pay off, and then it is better to buy the good and then 
experience the quality. Groceries are also categorized as perishable 
products, which would suggest that consumers generally prefer to 
physically examine the quality o f the products prior to the purchase 
(Canedy, 1999; Baker, 2000). Nelson states that search goods, because of 
their nature, require more samples than experience goods. Moreover, one 
can search for both price and quality, while searching for quality is more 
time-consuming (Nelson, 1970). Furthermore, Nelson connects the 
experience- and search goods to how close stores are distributed in a 
society, hence explaining why clothes stores are closely situated in
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relation to each other, while grocery stores are more evenly spread 
throughout a city. Another implication o f the information search 
behaviour is that stores carrying search goods have a wider selection of 
brands, and vice versa for the experience goods (Nelson, 1970). Upon 
identification o f the problem, relevant information from a consumer’s 
long term memory is used. This determines if  a satisfactory solution is 
evident to the consumer, a process called the internal search (Hawkins et 
ah, 2001). If a solution is not found, relevant external information will be 
sought. Once need recognition is stimulated, the decision process begins 
to solve the problem. Internal search occurs in the consumers’ memory 
store. This contains information, feelings, past experiences etc. All are 
recalled in making the decision (Hoyer & Maclnnis, 2007, p. 165). This 
memory store can diminish over time, resulting in the consumer becoming 
uncertain about their recall of information. Some consumers may feel 
they do not have enough information to make an adequate decision. In 
cases like this, an additional information search will be undertaken. 
Additional information search is most likely to take place when the 
consumer has insufficient information about the brand being considered or 
may receive information from friends or media sources that conflicts with 
past or current informatioa When the information has been received, the 
consumer rigorously evaluates all possible ways to fulfil this need 
recognitioa
According to Hoyer and Maclnnis (2007), consumers gain information 
from five external categories. These include retailers, media, independent 
sources, additional people in society, as well as direct experiences o f the 
product. Additionally, well known brands are easier to recall during the 
internal search due to strong memory links associated with brands.
2.4.3 Brand Evaluation
As a result o f information processing, a consumer will use both past and 
current information (McCall et al. 2002) to associate brands they are 
already aware o f with their desired benefits. The product/ service that will 
give the most satisfaction based on the benefits they seek w ill be the
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preferred purchase. When evaluating alternatives, the consumer can use 
two methods; attribute, and, attitude. Attribute base choices require a 
comparison o f the attribute with its alternatives. This method requires 
more effort and time, to be rational in the evaluation.
Conversely, an attitude base choice sees the consumer using their 
emotion, inclusive o f attitude and impression, when evaluating (Hawkins 
et al, 2001).
2.4.4 Purchase
The overall outcome o f the brand evaluation step is an intention to 
purchase or not to purchase. This is the nearing the final sequence in the 
decision making process and involves the purchasing (should the 
consumer choose to), evaluation of the brand during the consumption, and 
the storing o f information for fixture use. This is also known as consumer 
feedback. Consumers evaluate a numerous factors when making a 
decision to purchase, at a specific outlet. Factors include, but are not 
limited to; merchandise, in-store atmosphere, service provided, and post 
transactional service. It is common for a consumer to enter a store for a 
specific item and leave with additional offerings. Hawkins et al (2001) 
highlight the affect in-store factors can have on a consumers purchasing 
decision.
2.4.5 Post Purchase Evaluation
Once the product is purchased, the consumer w ill evaluate their level of 
satisfaction, or dissatisfaction with the product as well as its performance 
in the process o f consumption. Buyer satisfaction is determined by the 
products performance compared to the buyer’s expectations (Hoyer & 
Maclnnis, 2007). The customer may also experience dissonance or regret 
following a purchase. Should the consumer be satisfied with their 
purchase, it can result in store loyalty and appreciation o f the product.
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2.5 Consumer Buyer Influencing Factors
Churchill and Peters (1998) state that the consumer buying process may 
be influenced by three factors: social, marketing and situational. Social 
factors such as family, culture and class can have an inpact on an 
individual’s purchasing behaviour through both direct and indirect sources 
such as feedback. Traditional marketing focuses on the marketing mix 
which comprises of the McCarthy’s (1960) 4Ps, consumers’ patterns of 
behaviour and preferences in order for the companies to tailor marketing 
strategies to, effectively, communicate with their target audience. This 
persuasion o f consumers to choose one brand over others in store, to be 
the first brand to come to consumers’ minds and making them loyal to the 
brand are often done outside of the stores (Kotler & Keller, 2011). For the 
purpose o f this research, the traditional four P’s marketing mix (product, 
price, place, promotion) is extended to Booms and Bitner's (1981) ‘Seven 
P’s ’ comprising of the additional aspects known as ‘People, Process, and 
Physical Environment’ which is more suited to the service industry. Due 
to the high degree of acceptance as a generic marketing mix, overall there 
is support for the view that Booms and Bitner's 7Ps framework should 
replace McCarthy’s 4Ps framework (Rafiq M., Pervaiz, K. A, 1995).
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Flgure2.4: Marketing’s Seven P’s
With consumers being influenced by all marketing factors, Stem (1962) 
distinguished two forms of decision making; planned and unplanned, 
made by the consumer on a continuous basis. Planned purchases are 
thought provoked and time consuming to the consumer. Unplanned 
pinchases however involve little thought and are also known as inpulse 
purchases.
2.6 Impulse Purchasing
Researchers and practitioners have been interested in the field o f inpulse 
purchasing for the past sixty years (Clover, 1950; Stem, 1962; Rook, 
1987; Peck and Childers, 2006; Chang et.al, 2011). The importance of 
understanding impulse purchasing in retail stores was first identified in the 
marketing literature over fifty years ago (Clover, 1950). Throughout the 
years scholars have tried to add additional elements to the definition of 
inpulse buying (See Appendix A for an extensive list o f authors on the
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term ‘impulse buying’). It is difficult to pinpoint what purchases constitute 
impulse buying. Many definitions by researchers have been presented 
over the decades, each offering a different focus on the topic. Earlier 
researchers focus on the purchasing decision, and the actual purchase 
itself, with little to no focus on the consumer. A more unified and 
descriptive definition o f inpulse buying is given by Kollat & Willet 
(1967). They state that “inpulse buying is difficult to measure accurately 
because consumers may be unable or unwilling to fiilly articulate their 
pre-purchase intentions” (pg.191). Rook, (1987) is also agreement with 
this statement. One of the first researcher to introduce the notion of 
exposure to stimulus into the concept o f inpulse buying was Applebaum 
(1951) who noted inpulse purchasing as “buying that presumably was not 
planned by the customer before entering a store, but which resulted from a 
stimulus created by a sales promotional device in the store” (p. 176). 
However, for the purpose o f this research, inpulse buying can be defined 
as an ‘immediate purchase with no pre- shopping intention’ (Beatty and 
Farrell, 1998). Additional research in papers sees definitions having more 
o f a focus on the psychological aspects o f inpulse buying. Rook (1987) 
states inpulse buying behaviour is both intense and spontaneous, and 
consequences o f the purchase being ignored. Barrett (1985) also identifies 
impulse buying to be immediate. While Bayley and Nancarrow (1998) 
define inpulse buying as a sudden, immediate and urge to buy. The 
consumer’s decision to purchase an item is sudden. There is no 
deliberation in the 5 step decision making process. Stem (1962) also 
agrees with the progression on the focus on the psychological aspects of 
the consumer.
A decade after Clover’s (1950) preliminary research study on inpulse
t
purchasing, Stem (1962) delineated four distinct types o f inpulse buying. 
These categories are based on the definitions offered before which sees 
purchases being unplanned. Each category is explained in Table 2.1.
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Table 2.1 Types of Impulse Buying
Types of Impulse Buying Description of Type
1. Pure Impulse Buying A Novelty or an escape purchase 
which breaks a normal buying 
pattern.
2. Reminder Impulse 
Buying
Occurs when a shopper sees an item 
or recalls an advertisement or other 
Information. Remembers that the 
stock at home Is low or exhausted.
3. Suggestion Impulse 
Buying
Happens when a consumer sees a 
product for the first time and 
visualises a need for the product.
4. Planned Impulse 
Buying
Takes place when the consumer 
makes a specific purchasing 
decision based on price specials, 
coupon offers etc.
Piron (1991) identified three criteria for impulse buying. Stating that:
>  Purchases should be unplanned. This sees the consumer having no 
intention to purchase a particular product on entering the store.
P It is the stimuli that trigger a consumer’s inpulse buying activity. This 
can be either a reminder or the store environment. (Engel et al 1968, 
Lindstrom, 2009). The consumers own thoughts can also act as a stimulus 
to trigger inpulse buying. (Hirschman, 1985).
> The consumer makes their purchase decision on the spot. Agreeing 
with Rook (1987) and Bayley and Nancarrow (1998) that the inpulse 
purchase is spontaneous and sudden. It generally occurs at the point o f 
sale.
There is conflict between Piron’s unplanned and spontaneous criteria and 
Stem’s planned inpulse purchasing research. If the consumer has a plan 
in. place upon entering the store, i.e. “planned inpulse buying”, it is a
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very general plan and can therefore be defined as an impulse buying type. 
Since definitions of inpulse buying progressed from earlier sources, Piron 
offered an additional dimension to the term ‘Impulse Buying’. This 
additional dimension has a focus on the consumer and their emotions. 
Piron notes that a consumer’s inpulse buying behaviour can be either with 
or without emotions. These emotions being happiness, guilt, desire etc. 
Piron (1991) also states that inpulse buying can be an experiential or non- 
experiential inpulse.
Moving forward with additional changes being made to the term inpulse 
buying, Evans et al (2006) added an additional element to Stems (1962) 
four categories. This added element sees inpulse buying as an action of 
freedom. This ‘action o f freedom’ shows the consumer making the 
purchase as it shows they have control over his/her life (Evans et al, 
2006).
According to Youn & Faber (2000) inpulse buying is considered a 
pervasive and distinctive phenomenon o f the “American lifestyle”, in 
particular. It has been receiving increasing attention from consumer 
researchers and theorists over the past decade. Some authors have 
identified inpulse buying in negative terms, for example inpulse 
behaviour is defined as an irrational behaviour (Ainslie, 1975; Levy, 
1975). Everyone behaves impulsively now and then, and a certain 
(modest) level o f inpulse buying can be harmless to the individual. 
However, an excessive level of inpulse buying can lead to debt and 
unhappiness, so therefore it’s in the consumers’ best interest to know the 
warning signs. According to Zimmermann (2012), if  a consumer finds that 
they are often spend money without due consideration o f the purchase, as 
well as fitting the description o f an inpulse buyer, there may have inpulse 
buying tendencies which can have a negative inpact on their life.
Impulse purchasing contributes to a large percentage o f sales across a 
wide variety o f product markets (Rook & Fisher, 1995). A recent study 
conducted by marketincharts.com (2013) found that store inpulse buying 
is greater to that o f online inpulse buying i.e. 74% for traditional bricks
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and mortar stores compared to 65% for online purchases. Additional 
research identifies that up to 90% of respondents make grocery purchases 
on impulse (Welles, 1986). A further 30-50 % o f grocery purchases are 
considered to be impulse purchases by customers themselves (Han et al,. 
1991).
A  vast quantity of the academic literature focuses on the role o f airport 
environments in triggering passenger inpulse buying behaviour. This can 
result in highly impulsive consumers being especially responsive to 
sudden, unexpected buying ideas (Omar & Kent, 2001). Geuens et al, 
(2004) states that close to 60 % of air travellers may be categorised as 
impulsive purchasers. While Topping (2010) estimates that 27 % of all 
airports purchases are made on impulse by consumers. Crawford and 
Melewer (2003) found that confectionery is the most sold impulse product 
which has seen unprecedented annual growth in the travel retail sector. 
Given the tendency toward inpulse shopping, airport environments have 
attracted much interest in terms o f major retailers seeking a retail presence 
(Grant, 2006).
Also, research studies on inpulse buying frequently highlight the 
differences between inpulse and non-impulse purchasing. The literature 
also attempts to classify different types o f inpulse buying into sub 
categories (Bellenger et al,. 1978; Kollat & Willet, 1967). This approach 
however, largely ignores consumer behavioural motivations o f inpulse 
buying for a large range o f products. It addresses its focus particularly on 
smaller less expensive product items but does not adequately explain why 
many consumers buy on inpulse on a regular basis. As a result, research 
practitioners are refocusing attention and investigating the behavioural 
motivations o f inpulse buying (Hausman, 2000, Rook & Gardner, 1993).
TLe expansion o f the literature on inpulse buying, to include both 
inexpensive and expensive products, forced researchers to consider 
inpulse buying as an individual characteristic. It is also important to note 
that much research indicates inpulse buying involves either a hedonic or 
an affective element. (Wenn et al, 1998, Puri, 1996, Rook & Fisher, 1995;
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Piron, 1991). Assael (1995) notes hedonic products to have a sensual 
quality that gives the consumer pleasure. Examples o f these products 
include perfume, food, and jewellery. The hedonic qualities o f the product 
reflect the consumers’ values. Assael (1995) also suggests ‘affective 
components’ to the favourable or the unfavourable disposition towards a 
product. It is the consumers’ evolution o f a product or brand on either a 
positive to negative dimension that represents the affective component of 
the consumers’ attitudes. Various cultures may emphasize one element or 
the other.
Rook (1987) notes an individual buying on inpulse is less likely to 
consider the consequences o f purchasing the product, but experiences an 
immediate gratification upon making the purchase. Rook (1987), also 
speaks o f consumers ‘calling’ for the product. As well as an instant need 
for it. Other authors are in agreement with these behavioural components. 
In particular Weun et al. (1998) and Puri (1996). More recent research 
shows that inpulse buying is in fact a much more complex form than 
previously thought. Such behaviour emanates from the longing to satisfy 
the variety o f needs that underlie a host o f buying behaviours (Hausman, 
2000).
2.6.1 Impulse Buying Frameworks
Dittmar et al (1996) theoretical model shows consumers make impulse 
purchases based on their individual self-discrepancies. Although, this is 
not the sole motivator o f inpulse purchasing. While impulse buying has 
been identified as an individual characteristic, it is important to note that 
not all inpulse purchasing happens on an individual basis. Research 
suggests that the presence o f other persons in a purchasing environment is 
more than likely to have a normative influence upon the decision making 
process (Luo, 2005). This influence is being dependent on both the 
normative expectations o f the individual who is exuding the actual 
influencing factor and the motivation to go along and respond in a positive 
manner with these expectations.
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Childers & Rao (1992) further state that there are two main sources of 
social influencers; family members and peers o f the individual. Both offer 
two very different normative expectations. The peer social group being 
more receptive encourages and urges the individual to purchase the 
product. Consumers may therefore consider the urge and spontaneity from 
the social peers as a desirable attribute resulting in inpulse purchasing. In 
contrast to this, a consumer may consider parents or additional family 
members’ influence to an undesirable one who unlike the social peers, 
w ill have more economic concerns. They may perceive the consideration 
to inpulse buying behaviour to be an undesirable one.
Rook and Fisher (1995) also investigate impulsive buying behaviours 
beyond an individual level. Stating:
‘ a spontaneous gift fo r  an ill f r iend. . .  or simply taking advantage o f  a 
two-for-one in-store special are impulse buying instances that may 
represent, respectively, kind, generous, and practical activities. When 
impulse buying is more virtuously motivated, it is likely to elicit more 
positive normative evaluations ’.
Researchers from both economics and psychology have proposed six 
theoretical models /frameworks to explain inpulse buying behaviour. 
These six theoretical models/frameworks are as follows;
1. Reference Point Model proposed by Hoch and Loewenstein 
(1991).
2. A Model of Impulse Buying proposed by Beattie, Dittmar and 
Friese (1995).
3. A Theoretical Model of Impulse Buying proposed by Dittmar 
et al. (1996).
4. The Two-Factor Cost-Benefit Accessibility Framework 
proposed by Puri (1996).
5. A Model of Environment-Shopper Relationships proposed by 
McGoldrick et al. (1999).
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6. Integrated Model of Consumption Impulse Formation and 
Enactment by Dholakia’s (2000).
An overview on each model/framework can be viewed in Table 2.2.
Table 2.2 Overview of Impulse Buying Models
M odd / Framework Overview
People are less concerned with absolute 
attainments than with attainments relative 
to some psychologically relevant comparison 
point. The benefits of immediate 
gratification outweigh any future 
considerations e.g monetary issues. This 
model emphasizes consumer’s perceptions of 
the product as well as shift in the consumer’s 
reference point when predicting impulse 
buying. It has a major limitation in that it 
does not explain why certain product 
categories are bought impulsively by the 
cons umer.
A model of impulse buying to address the 
limitation of the previous model. The main 
assumption of this model is that consumers 
no longer buy products only for their 
fiinctional benefits but as symbolic meanings 
e.g social status
A theoretical model of impulse buying that 
draws from self-completion, materialism 
and self-discrepancy theory. Individuals 
undergo self-discrepancy which is the 
difference between the actual self and the 
ideal self In order to compensate 
discrepancies, individuals use product 
acquisition as a self-completion strategy. The 
model predicts variables such as an 
individual’s materialism, degree of self­
discrepancies and compulsive shopping 
tendencies help to predict what types of 
products this
The Reference Point Model: Hoch 
and Loewenstein (1991)
A Model o f Impulse Buying: 
Dittmar et al. (1995)
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individual would generally purchase. 
However the model fails to consider the 
aspects of the situation in which the 
individuals are impulsive.
A two factor cost-benefit accessibility 
framework. It draws from research on 
impulsiveness, self-control, and time 
inconsistent preferences and builds on a 
hedonic framework, according to which an 
individual feels an irresistible urge to buy a 
product when he or she is exposed to it. In 
situations where the benefits outweigh the 
costs, the temptation to succumb to the felt 
urge is high and increase impulsiveness. In 
contrast, when the costs of impulsiveness are 
more salient than the benefits, the individual 
resists the urge, which decreases the 
likelihood of any impulsive behaviour from 
the consumer. These consumers are known 
as prudent. The interplay between the 
situational factors and the consumer’s 
propensity to be impulsive determines the 
likelihood of impulsiveness.
A model of environment-shopper 
relationships. As stated by the model,there 
are two moderators of the relationship 
between the environment and the customer 
response, namely the customer’s socio­
demographic characteristics and his/ her 
cognitive characteristics. In the case of 
seasonal sales, some consumers will be 
looking forward to the savings they can 
make, while other consumers will only think 
about the inconveniences of shopping in the 
sales, ie long queues and the crowds. 
Consumers may avoid the post-purchase 
dissonance by considering information that 
is congruent with the decision, such as the 
savings from a sale. But, the study proposed 
by McGoldrick et al. (1999) has one major 
limitation - the proposed model is only
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applied to seasonal sales, which limits the 
generalization of the findings.
This is one of the most detailed theoretical 
frameworks of impulse buying 
Process, where impulsive behaviour consists 
of three antecedents, these being the 
marketing stimuli, situational factors 
(environmental factors: money and personal 
factors: mood) and the impulsivity trait. The 
presence of one or more of these three 
factors is sufficient to bring about the urge 
to purchase spontaneously. When the 
consumer experiences the urge to buy 
spontaneously, some constraining factors - 
money and time, consideration of long-term 
consequences, and anticipatory emotions 
such as regret emotions deterthe consumer 
impulse purchasing. When and if these 
restraining factors are present, the 
consumer will experience conflict. In 
contrast to this, if there are no identified 
restraining constraints, the consumer will 
respond to the urge and buy the product on- 
the-spot.
2.6.2 Characteristics of Impulse Buying
As noted, several research studies on inpulse purchasing have been 
conducted. In many studies, consumer behaviour and marketing 
researchers have mainly focused on identifying the factors that increase 
impulse buying in the general. These factors can be classified in four 
general categories; consumer characteristics, store characteristics, 
situational factors, and product characteristics.
2.6.2.1 Consumer Characteristics
Consumer characteristics include any individual trait that increases the 
consumer’s ability to be impulsive. These characteristics include the 
consumer’s age, gender, culture, mood, materialism, shopping enjoyment
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and finally their impulsive buying tendency. Age is considered to be an 
important determinant in predicting impulse buying with Wood (1998) 
identifying that younger consumers face fewer risks when spending 
money. Inpulse purchase is at a higher level between ages 18 to 39. 
Dittmar et al. (1995) speaks of the gender divide when inpulse buying. It 
states that women tend to be more impulsive than men due to the 
emotional and relationship values from women. It is important to note an 
individual’s affective state or mood has been found to be an important 
determinant o f inpulse buying. If an individual is in a good mood, they 
tends to reward himself or herself more generously and therefore, tend to 
be more impulsive (Beatty and Ferrell, 1998). Sneath et al. (2009) have 
argued that inpulse buying can also be induced because o f depression of 
an individual and an attempt to improve the mood o f the individual. 
Verplanken and Herabadi (2001) found the similar results in their studies 
and state that inpulse buying is often associated with individuals who 
wish to escape from negative psychological perceptions such as low self­
esteem, negative feelings etc. The various autistic stimuli which are self­
generated such as consumer's own thoughts and emotions are also a 
response. Finally, the individuals shopping enjoyment is another vital 
variable, whereby individuals consider shopping as a form of recreation, 
do not stick to a buying list, and therefore, tend to make many impulsive 
purchases (Beatty and Ferrell, 1998).
2.6.2.2 Store Characteristics
Store characteristics are inclusive o f the store layout, the presence of 
Salesperson in the store, the store atmospherics, and finally the store type. 
It is vital to promote a good store layout to maximize the convenience of 
the consumer (Crawford and Melewar, 2003). A well-trained, friendly and 
professional salesperson can decrease frustration by guiding and aiding 
the consumer in the purchase process and activate impulse buying 
behaviour. In order to increase stimulation in store a number of 
environmental design variables can be used. These include, but are not 
limited to, fast-tempo and high-volume music increase arousal levels;
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warm and welcoming colours e.g. red is associated with elated arousal, 
and ambient and desirable scents such as bakeries scents to increase 
stimulation levels o f buying.
2.6.2.3 Situational Factors
Situational factor refer to both the environmental and personal factors that 
are present when the consumer makes the impulsive purchase (Dholakia, 
2000). These factors are inclusive of; the time available, money available, 
the presence o f others, and in-store browsing. The time a consumer has for 
shopping determines whether they w ill be impulsive during their shopping 
trip. The more time an individual has, the longer time he or she w ill spend 
browsing (Beatty and Ferrell, (1998). With regards to the availability of 
money to an individual, Beatty and Ferrell (1998) note this is a big 
facilitator in the impulse buying process. It increases the purchasing 
power o f the individual. If the consumer simply does not have enough 
money, they will avoid the shopping environment altogether or avoid 
impulsive purchases. When a consumer is shopping in the presence of 
others, it can increase the likelihood o f an inpulse purchase (Luo, 2004). 
However, the presence of others can have a negative effect on the 
consumer, when he or she feels that the behaviour will be perceived as 
being irrational (Fisher and Rook, 1995). Beatty and Ferrell (1998) 
considers in store browsing found being an important component o f the 
impulse buying process with in store browsers usually making more 
unplanned purchases than non-browsers.
2.6.2.4 Product Characteristics
Certain products are purchased more impulsively than others. The 
likelihood that a product will be purchased on an impulse depends on the 
product category as well as the product price. Marketing literature 
proposes that there are two categories o f products: hedonic products or 
functional products. Hedonic products are consumed for their hedonic 
benefits, whereas functional products are consumed for their utilitarian 
benefits (Babin et al., 1994). It has been found that inpulse buying occurs
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more in the case of hedonic products because o f the symbolic meaning the 
particular products convey. With regards to product price, Wong and 
Zhou (2003) determine this to be an important determinant o f inpulse 
buying. Consumers tend to be more impulsive when the product is on sale 
or promotion, has shorter shelf life and has ease o f storage.
In addition, previous studies conducted have largely concentrated on 
identifying the factors/cues which affect inpulse buying. However few 
studies have been conducted which identify the factors that compel the 
inpulse buying o f new products. Research shows that both internal and 
external environmental factors can act as triggers to lead consumers to the 
inpulse purchasing o f products. An extended list o f factors influencing 
consumer impulsive purchasing behaviour can be viewed in Table 2.3.
Table 2.3 Factors of Impulse Buying
Factors of im p u lse p u rch asin g Author (s)
P resence ofoth ers Luo, (2005)
C onsum ers mood B eatty and F e r re ll,1998; Rook and 
G ardner, (1993)
C haracteristics impulsiveness Jones et a l.,2003 ; Rook and F ish er, 1995; 
W eun et a l ,  (1998)
Product category impulsiveness Jones et al.,( 2003)
Evaluation ofth e appropriate levels o f  
engagem ent
Rook and F isher, (1995)
Individual-identity D ittm ar et al., (1995)
Environm ental andindividual touch Peck  and C hilders, (2006)
Cultural orientation Kacen and Lee, 2002
Dem ographic factors i.e. gender 
Age factors o fth e consum er
D ittm ar et al., 1995; Rook and Gardner, 
(1993)
W ood, (1998).
Much research identifies how situational factors may have a practical 
significance. Many decisions are made near point o f purchase (Cobb &
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Hoyer, 1986) as a reflection o f low involvement decision making 
strategies (Hoyer, 1984). Time and pressure are two factors which also 
can influence consumers to act on their impulse purchasing habits. Bowes 
(2002) highlights both time and emotion as two key factors, affecting 
consumers’ shopping behaviours within an international airport 
environment. Thomas (1997) describes airport consumers arriving at the 
airport and receiving boarding cards, the passenger/ potential consumers 
initial excitement level remained high while stress levels are reduced.
Smith and Carsky (1996) describe situational influence, considering the 
relationship among consumer traits and characteristics features o f point of 
purchase situations. In addition, Smith & Carsky (1996) also ascertain 
that consumer characteristics/ traits are inclusive o f involvement and 
ethnicity. While Crispel (1997) and Reid & Brown (1996) state that they 
might also include attitude. With regards to the point o f purchase features, 
otherwise known as retail features this can include store personality 
(Abrams, 1996: Bums, 1992) and store/ outlet size (Owen, 1995).
2.6.3 Internal Factors of Impulse Purchasing
Internal factors relate solely to the individual consumer. These are the 
characteristics o f the individual that makes them partake in impulse 
purchasing. Such internal cues may be the emotional state o f the 
individual, demographic factors, as well as the consumers own normative 
engagement with inpulse buying (Kacen and Lee, 2002).
Research has also examined inpulse buying in relation to psychological 
variable such as personality, hedonic experience e.g. mood, state, 
happiness while shopping in addition to situational variables such as 
availability o f time, money etc. All o f these variables are noted in a 
shopping context (Beatty and Ferrell, 1998; Rook and Fisher, 1995). 
Mood has been considered a strong trait that can influence and have an 
impact on a consumer’s inpulse purchasing (Rook & Gardner, 1993, 
Gardner & Rook, 1988; Rook, 1987).
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Much research on impulse buying of a product indicates that it does in fact 
satisfy hedonic factors of the consumer (Piron, 1991, Thompson, et al, 
1990, Rook, 1987). Rook (1987) and Cobb & Hoyer (1986) identify that 
consumers feel energised after a shopping trip, thus supporting the theory 
that inpulse buying behaviour is a characteristic motivated and 
encouraged by hedonic experience. Weinberg and Gotwald (1982), 
suggest that consumers acting on inpulse purchasing exhibit strong 
feelings o f enthusiasm and delight. With this pleasure was a positive 
factor which was associated with the likelihood o f the consumer 
overspending (Donovan and Rossiter, 1982).
Internal stimuli processed by the consumer effectively can result in 
inpulse or non-inpulse purchases being made. These feelings may be of 
an “irresistible urge to buy, positive buying emotions and mood 
management” (Coley and Burgess, 2003, p.283). Chang et.al, (2011) add 
that consumers who have a more positive emotional responses to the retail 
environment are more likely to make impulsive purchases on a regular 
basis.
2.6.4 External Factors of Inpulse Purchasing
External factors are marketing cues which try to attract customers to 
purchase, both in traditional stores and on online sites. (Youn and Faber, 
2000). It is through these external factors that marketers can not only 
attract new customers to try new products but also offers the opportunity 
for inpulse buying to take place. This may be encouraged by the cross 
selling o f items. Hausman (2000) states that it is the store setting and 
certain situations that can have an inpact. Xu (2007) stated that store 
environments influence the consumers’ emotional states which may 
further lead to inpulse buying inside the store. These also influence both 
in-store responses and future retail store decisions. This is due to the 
change o f expectations, behaviours and preferences o f the consumer. 
Bowers (1973) observes that consumers avoid, approach, as well as create 
situations. Such situations are in tune with their own unique, personal 
wants and desires. This in line that store environment and additional
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external factor all influence, not only the store choice, but also impulse 
purchasing decisions of consumer when in store. Should the store/retail 
environment present a cluttered or stressful experience, customers will 
avoid that particular store (Anglin, Morgan, & Stoltman, 1999).
According to Berlyne (1971), attractiveness o f environmental stimuli is a 
function o f their complexity. Mattila and Wirtz (2008) found that store 
environmental stimuli positively affect impulse buying behaviour 
especially when the store environment is perceived as over-stimulating 
(excitement and stimulation). Stimuli characterized by an optimal level of 
complexity are assumed to gain maximum attractiveness. Conversely, 
stimuli deviating from this optimal level towards a higher or lower 
complexity, are considered less attractive.
When consumers encounter cues such as promotional incentives, they 
may feel more inclined to purchase impulsively (Dholakia, 2000; Rook, 
1987).Within the traditional brick and mortar retail stores, cues such as 
smell, sight and sound are influential triggers that can promote and 
encourage inpulse buying. (Eroglu and Machleit 1993; Mitchell 1994). 
Gupta et.al, (2009) suggested that when size o f the store is concerned 
product display and product prices were the major in-store stimuli in large 
supermarkets. For small-sized supermarkets, product price was the main 
factor that attracted inpulse purchases. Retail merchandising instantly 
motivates a consumer to buy a product. Merchandising activities act as a 
silent salesman in the retail store (Muruganantham and Kaliyamoorthy,
2005). Zhou and Wong (2003) describe that informative and experiential 
aspect o f point of purchase posters may influence impulse buying. 
Consumer’s propensity to purchase on impulse receives a further impetus 
when the consumer sees a product on sale (Ramaswamy and Namakumar,
2009). Hulten & Vanyushyn (2011) also noted that impulsive buyers give 
more attention to the in-store displays and combination offerings. Credit 
cards and its incentive for additional shopping, provides an opportunity 
for shoppers to make frequent visits to retail outlets which may result in 
increased impulsive purchase.
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For the purpose of this research study, Kim’s (2003) framework is being 
viewed by the researcher.
Churchill’s and Peter’s (1998) model has been modified by Kim (2003) 
which describe the inpulse buying process by omitting several steps, such 
as need recognition, information search, and alternative evaluation, and 
reclassifying influencing factors (See Figure 2.5). The impulse buying 
process begins with product awareness. Inpulse buyers start browsing 
without having an intention to purchase a particular item or visiting a 
certain store. As consumers browse, they are exposed to the stimuli, which 
trigger customers’ urge and desire to buy on inpulse. When impulse 
buyers feel the desire to buy, they make a purchase decision without 
searching for information or evaluating the alternatives on offer to them 
Consumers may experience positive or negative consequences by the post­
purchase evaluation after the purchase on inpulse. These factors provide 
information regarding new products.
Figure 2.5 Model of Impulse Purchasing Process
I #
Source: Kim, (2003)
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2.7 Consumer Attributes of Impulse Buying
Consumers have more opportunity than ever before for shopping. Given 
the variety o f shops and technology on offer, there is less time to think and 
consider or reconsider a purchase. Retailers need to truly understand 
consumer impulsive buying habits to ensure best use o f their resources, 
which in-tum may increase sales and profits. Although retail 
environmental factors can have an impact, there are also some individual 
characteristics that influence inpulse purchasing behaviours.
Voh & Faber (2007) identify the reasons why inpulse buying occurs, as 
well as why some individuals show reluctance and restraint. They further 
state that individuals have a minimal level o f internal self-regulatory 
resources. It is when these resources are diminished by a certain action; 
less control w ill be available for subsequent actions. Should an individual 
exert self-control for one action, later they may not be able to call upon 
their self-control when faced with a decision to make an impulsive 
purchase. A consumer’s self-control usage is depleted over repeated 
applications. In addition to this self-control and depletion, it is the general 
impulsiveness trait of the consumer that should be a gauge / measure of 
the likeliness o f making inpulse purchases.
Sharma et al, (2010) consider traits and their relationships to inpulse 
buying behaviours. . Three consumer traits are studied, namely; optimum 
stimulation level, consumer impulsiveness and self-monitoring. These 
traits are examined to ascertain how they correspond to impulse 
purchasing and variety seeking. The study conducted by Sharma et al
(2010) highlighted what traits were important for influencing inpulse 
purchasing behaviour. As well as this, inpulse buyers also seek variety 
behaviour. These are important features for retailers to apply to in store 
tactics.
Another strong consumer attribute is how the consumer rationalises the 
purchase o f an unplanned product or service. The consumer will weigh up 
the options o f ‘Do I need it? Do I really need it? Chatzidakis (2009)
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explores how consumers behaviour rationalise inpulse purchases instead 
o f  using their rationalization to control the inpulse buying. The author 
looks at the use of neutralisation techniques in Table 2.4, which are more 
so applied to problematic behaviour, in the context o f  impulse buying.
Table 2.4 Neutralisation Techniques of Impulse Buying
1. Denial of Responsibility A circumstance in which a consumer argues 
that he/she is not personally accountable for 
the behaviour due to factors beyond his/her 
control.
2. Denial of Injury A circumstance in which the consumer 
contends that the consequences o f  his/her 
behaviour are not really serious.
3 . Denial of Victim A circumstance in which a consumer 
counters the blame for personal actions by 
arguing that somebody else is the 
victimises
4 . Condemning the 
condemners
A circumstance in which the consumer 
deflects fault by pointing out that those who 
condemn engage in similar activities.
5. Appeal to higher loyalties A circumstance in which one argues that 
behaviour is the result o f  an attempt to 
actualize some higher order ideal or value
Cbatzidakis et al (2009) conclude that consumers readily employ 
neutralisation techniques to rationalise inpulse purchases. Also, the study 
indicates that not all five techniques are equally used, with denial of 
responsibility and denial o f injury being the most common techniques 
used by consumers in the physical shopping environment. The study also 
notes an unexpected result in that some inpulse purchasing behaviour is 
considered a necessity (Chatzidakis, Smith, & Hibbert, 2009).
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2.8 Characteristics of Impulse Buying Behaviour
Rook (1987) describes inpulse buying behaviour in terms such as intense, 
exciting, an urge to buy, or the purchaser ignoring all the consequences 
attached. Barrett (1985) identifies it as ‘immediate’. In addition, Stem 
(1962) identifies the purchasing of products by consumers as having two 
forms o f decision making; planned and unplanned.
Planned purchases are thought provoking and time consuming. Inpulse 
purchases involve no planning on behalf o f the customer. The purchase 
decision making process can be difficult to pin point due to the individual 
nature o f each consumer.
As identified earlier, consumer buyer behaviour greatly differs with regard 
to planned and inpulse purchasing behaviour. Additional research states 
that during the inpulse buying process, a stronger feeling o f attachment to 
the product is gained through the consumers’ intuition (Gardner and Rook, 
1998). Although recent research identifies inpulse buying as a 
characteristic/ trait instead of a classification o f the purchasing decision, 
there is some agreement in the literature that consumers’ inpulse 
tendencies greatly differ (Puri, 1996; Rook & Fisher, 1995),
Both internal and external factors affect consumer impulse buying 
behaviours. Inpulse buying is said to be stimulus driven (Rook and 
Fisher, 1995).
Applebaum (1951) introduces the idea o f exposure to stimulus into the 
concept o f impulse buying defining impulse buying as “buying that 
presumably was not planned by the customer before entering a store, but 
which resulted from a stimulus created by a sales promotional device in 
the store”.
When the consumer does not have information on new products or simply 
does not have a planned intention to purchase a product, they are exposed 
to stimuli. Exposure to such stimuli highlights a certain need can be 
satisfied through the purchasing o f the product. While a consumer is
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browsing, overexposure to the stimuli may result in inpulse buying 
occurring. The removal o f the information search and the evaluation o f  
alternatives steps o f the traditional buying process are removed (Kim, 
2003).
According to Youn and Faber (2000) numerous types o f internal and 
environmental/external stimuli, for inpulse buying exist; each acting as a 
cue. Internal cues evoke both a positive and negative state o f feeling. 
External/ environmental cues are inclusive o f atmospheric cues within a 
retail store setting, and also include marketing mix stimuli as well as 
marketing controlled cues. Bell et al. (2011) argues there is a widespread 
belief that inpulse buying results from exposure to in-store stimuli. With 
Shankar et al. (2011), arguing that “offering promotions through the right 
channels fo r  the right shoppers improves the likelihood o f  influencing the 
shoppers at the right time in the shopping cycle” (p.33).
Today, customers usually leave a grocery store having bought unplanned 
items that did not exist in their shopping lists or on their mental shopping 
lists until they came across them inside the store, and many believing that 
most purchase decisions are made inside the store (Neff, 2008). The 
grocery-shopping trip is controlled by the retailers, who use a host of 
stimuli that trigger inpulse purchases (Nordfalt, 2007). It is these in-store 
stimuli that range between different aspects, from the store’s layout, in 
store displays, background music/sounds, colours, smells, lighting, in 
store graphics, to price promotions and are the results o f research 
conducted over the years that have tested and experimented hypotheses 
and rechecked theories, giving reliable and long-used efficient methods to 
encourage the shoppers to buy in store (Turley & Chebat, 2002; Nordfalt, 
2011; Dhar & Hoch, 1996). Below, are overviews o f in-store marketing 
stimuli, which all act as factors that promote the consumer to purchase 
additional items whilst shopping in-store.
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2.8.1 Store Atmospherics and In-store Browsing
Store atmosphere, coined by Kotler (1973) indicates that the consumer is 
not solely affected by the tangible product when purchasing their desired 
products. It is also the place where the product is sold. This spatial 
element, which is known as in store atmospherics, can be a very important 
aspect when purchasing a product; sometimes it is more influential than 
the product itself. It is designed purposefully and specifically by the 
retailer and is lived through the visual, audial, tactile and olfactory senses 
(Kotler, 1973). Moreover, the store atmospherics is a marketing tool 
which is specifically suited for retailers with its effect increases in 
industries with small price differences between the products sold. This 
means it should have a greater importance in the grocery sector. The in 
store atmosphere can alter the consumer’s perception o f a product and 
ultimately, change the consumer’s standard or planned purchase behaviour 
tendencies. Store atmospherics can also encourage inpulse buying, the 
reason being that an appealing and attractive store atmosphere will make 
the customer feel that his or her store visit was fun and hence tempt the 
customer to stay longer in the store and browse (Nordfalt, 2011, Turley & 
Chebat, 2002). The longer the consumer will stay in the store, the more 
products he or she will come across and the higher the desire to try new 
things and inpulse buy (Nordfalt, 2011; Beatty & Ferrell, 1998).
2.8.2 Displaced Products (Other Categories)
Retailers, especially in the grocery sector, should make it easier and 
convenient for the shopper to find products that w ill compliment other 
products, for example: sandwiches near drinks, bakery products near milk 
and eggs, and so oa  This technique creates awareness for the misplaced 
products, emphasizing the fact that the presentation o f the assortment is 
important to ensure that the customer buy complementary products 
(Nordfalt, 2011). A positive effect can also be attained for products placed 
in categories that do not complement their neighbour goods (Nordfalt, 
2011). Rook (1987) suggests that consumers find it difficult to resist the 
urges that they come up upon encountering an object. Hence, in today’s
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grocery retail sector, this is why products are out o f their original place 
inside the stores. The browser/consumer will encounter many desirable 
products which will produce an urge and a desire to buy which is difficult 
to resist due to the physical proximity o f the product (Beatty & Ferrell, 
1998), try new things and impulse buy (Nordfalt, 2011; Beatty & Ferrell, 
1998).
2.8.3 Special Displays
According to Nordfalt (2007) special displays remind consumers of a 
product and compels purchasing behaviour. A retailer’s decision to locate 
an item on a special display may play an important role in the shopper’s 
impulsive buying decision This is because in-store displays can improve 
the probability o f inpulse purchases by attracting attention to the inpulse 
items (Kacen et al., 2012; Peck & Childers, 2006; Stilley, Inman, & 
Wakefield, 2010a). Nordfalt’s (2011) research gave an estimation of 
increased sales between 250-300% because o f special displays, while a 
report by RKMA (2012) came up with a more modest result in that special 
displays only influence sales by 36%.
2.8.4 Promotional Instruments
The age old saying ‘all advertising is good advertising’ is, according to 
Nordfalt (2007) true in the retail industry as it allows the product to be 
recognized by the consumer. If not, then at least awareness o f the products 
existence is gained, and the probability o f buying and impulse buying 
increases over time. Promotional instruments can be in the form of shelf- 
talkers, in-store TV (Nordfalt ((2007)) stated that in-store TV serves as a 
background factor in the in-store atmosphere), as well as digital signage, 
and traditional signage. However, Shankar et al. (2011) differ in thinking 
stating that the effectiveness o f the afore mentioned tools is not so clear 
when it comes to increasing in unplanned buying. However, RKMA 
(2012) showed that 11% of customers are influenced by in-store TV’s, 
and Dhar and Hoch’s (1996) research showed that shelf talkers rise 
profitability with 113% percent. Shelf talkers relay information about the
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product; communicate advertisements as well as price reductions, 
resulting in added awareness to the consumers in store. In addition, 
Nordfalt (2011) also believes that in-store demonstrations are a very 
powerful tool when it comes to converting customers to buyers. As the 
customer gets to test-try, smell or taste the product prior to purchase, it is 
thought this stimuli to be an equivalent to product samples. Nordfalt
(2011) additionally notes that in-store signage provides an effective way 
o f  communicating with the customers. ‘Sales’ signage excluding the price 
increased sales between 5 to 31%, while ones promoting the price and 
package size lead to between 10 and 59% o f increased purchases 
(Nordfalt, 2011).Additional promotional tools relate to buyers o f certain 
products and persuades buyers to purchase. This data extracted from 
RKMA’s (2012) report, showed that the percentage of consumers 
influenced by in-store events/contests is 28% while for in-store radio, the 
number is 8%.
2.8.5 Price Promotions/Offers
Effective tools related to price such as coupons encourage more and more 
impulse purchases (Nordfalt, 2007; Kacen et al., 2012). Store loyalty 
cards; which reward the consumer member with exclusive offers; have a 
33% influence on the customers’ buying decisions, while shelf coupons 
have an influence o f 40% (RKMA, 2012) in sales increases. Dhar and 
Hoch’s (1996) results show that coupons give a 235% increase in sales in 
store. In the study, it was shown that apart from the use o f coupons, 
consumers conduct inpulse buying o f complementary and non-related 
goods as well as goods adjacent to the coupon products. Also, multiple 
unit price promotion; for example, get 3 for 2, or buy 2 get 1 free (also 
called bundle promotions) play an important role in increasing sales 
figures; whether they are bundle discounts or bundle quantity (Nordfalt, 
2011; Foubert & Gijsbrechts, 2007). In agreement with this, Zhou and 
Wong (2003) consider product discounts (price reductions) as one of 
many variables to influence inpulse buying and have a significant inpact 
on sales. Other supporters o f such sale tactics are Karbasivar and
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Yarahmadi (2011) who add another stimulus: gifts upon purchase, e.g. 
free gift in store or through collection o f tokens.
2.8.6 Personalised Offers
This area covers offers that are tailored to the customer, and may represent 
a persuasive stimulus. According to Shankar et al. (2011), offering 
promotions through the right channels for the right shoppers improves the 
likelihood o f influencing the shoppers at the right time in the shopping 
cycle e.g. offering a coupon through the Smartphone o f a shopper for a 
cereal brand while the shopper is in the cereal aisle o f a bricks-and-mortar 
store.
This is supported by the presentation o f an example showing that in-store 
personalized promotions, based on a customers’ projected shopping path, 
when delivered via a mobile shopping app can increase path length and 
increase unplanned spending by over 20 percent.
2.9 Normative Evaluations for Impulse Buying Behaviour
Research shows that when planned buying behaviour takes place it results 
in accurate decisions being made by the consumer. When impulse buying 
behaviour occurs, it can result in some decision errors taking place 
(Halpem, 1989; Johnson-Laird, 1988). This results in increasing the 
possibility o f negative consequences being attached to the purchase 
(Weinberg & Gottwald, 1982, Rook, 1987, Cobb & Hoyer, 1986). There 
is a possible connection between the negative evaluations o f impulse 
buying behaviour and the psychological aspect o f impulsiveness. This 
indicates that impulse purchasing behaviour may be a sign o f as a result of 
a lack o f individual behavioural control, (Levy, 1976), or due to irrational 
and risky behaviour (Solnick et al, 1980, Levy, 1976, Ainslie, 1975).
In contrast to this, other research on inpulse buying behaviour highlights 
that inpulse purchasers do not see this act o f impulsive as wrong or risky, 
with some consumers identifying their behaviour as a favourable one.
M.Sc in Marketing 2013 Page 56
An Exploration of Impulse Purchase Trigger Factors: A Focus on New Products in the Irish Grocery
Market
Rook’s and Fishers (1995) identifies only a small percentage o f those
studied to have a negative response to inpulse behaviour, a larger
percentage convey a good feeling towards their inpulse purchases. This 
may be explained by Hausmann (2000) who notes that consumers 
purchase products for a host of reasons such as fun, social or even
emotional reasons. Some consumers use shopping as a form of retail
therapy or as a stress relieving mechanism All the aforementioned 
reasons support the hedonic reasoning to consumers’ impulse purchasing 
behaviour.
2.10 Impulse Purchasing in the Grocery Retail Sector
Over the last number of decades, a general trend is that shopping has 
grown into a major leisure and lifestyle activity, therefore increases a 
consumers’ exposure to a broad variety o f products. (Bayley and 
Nancarrow, 1998). With Dittmar (1996) agreeing with this, stating that in 
today’s society, inpulse buying has become a regular occurrence with 
consumers, because shopping has been blended with a regular lifestyle. It 
has been identified that the most common industry where inpulse buying 
occurs is in the grocery and clothing sector (Mattson, Ek, 2006, 
Newnham, 2003, Vidlund, Svardskrona, 2007). It is believed that one half 
of the buying decisions in the supermarket are unplanned (citeman.com,
2010). Art & Garland (2004) claim that more planning occurs among all 
grocery shoppers than might be expected with the use o f shopping lists 
and non-list usage. The study reveals that some grocery shoppers, 
regardless o f the presence or absence o f a written shopping list, have a 
flexible approach to grocery shopping, with impulse buying tendencies 
part o f their overall shopping script. According to Stem (1962), a short 
product life cycle is one o f the main features o f an inpulse buying item; 
this making the grocery industry an ideal and interesting area o f research.
New research from thejoumal.ie (2013) shows that women are still taking 
charge o f the big weekly shop in households, while most shoppers
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continue to hunt for bargains and special offers in supermarkets. The 
survey, conducted by Behaviours and Attitudes on behalf o f the Irish 
National Consumer Agency found that a staggering 72 per cent o f women 
are responsible for the food and grocery shopping compared while more 
than half o f men in the survey said they had no responsibility for it at all. 
And only 23 per cent of men said they share this responsibility in the 
home. Quality is one o f the main factors consumers are looking for and 
not willing to compromise on this aspect just to achieve a lower price. The 
age old saying ‘never go shopping when hungry’ rings true when it comes 
to inpulse buying in the grocery retail sector. Research conducted by the 
Supermarket Psychology magazine (2013) identifies it is the supermarkets 
ability to arouse consumers senses through fresh aromas throughout, to the 
clever placing of items that results in the consumer leaving the 
supermarket with additional items.( more than they previously entered 
for).
Today’s consumers are subjected to stimuli in many forms and contexts. 
Regardless o f context, the stimuli may trigger inpulse purchases; this 
being a behaviour which is not preceded by planning and analysis of 
actual needs (Silvera et al., 2008; Zhang et al., 2007). Research on 
impulse buying behaviour also suggest that this impulsive purchasing 
behaviour involves a sudden strong, and irresistible urge to buy (Shoham 
and Brencic, 2003, Wood, 2005; Zhang et al., 2007; Zhou and Wong, 
2003).
This research is based on consumers’ inpulse purchases o f groceries. 
Grocery shopping is routine shopping, which many consumers perform on 
a daily basis, and most consumers undertaking this task without 
experiencing excitement or hedonic motives. Sudden urges may, 
therefore, not be the only reason why consumers make inpulse purchases. 
Although, there may be hedonic motives behind some inpulse purchases, 
the triggering factor may also be as simple as recalling a missing item 
from the list or from home (Heilman et al., 2002)., There may also be a 
shopping momentum effect, which allows further inpulse purchases more
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likely to the consumer, after the first inpulse purchase has been made 
(Dhar et al., 2007). It can be said that the shopping momentum is a result 
which is encouraged by the first inpulse purchase (Dhar et al., 2007). 
Since inpulse purchases concern consumers’ tendency to buy 
spontaneously, high inpulse buyers are more likely to have shopping lists 
that are “open” to sudden unexpected buying ideas (Rook and Fisher, 
1995). The shopping list therefore reflects the consumer’s planned 
purchases when going to the grocery store. The shopping list may be a 
combination o f both mental and written notes (Shoham and Brencic, 
2003). As stated by Rook and Fisher (1995) and (Shoham and Brencic, 
2003) it is suggested that consumers with shopping lists also are receptive 
and can be encouraged to inpulse buying. Research conducted by Block 
and Monvitz (1999) on shopping lists and actual purchase behaviour o f a 
panel o f consumers during various grocery shopping trips conducted over 
a 2-month period indicated that shoppers on their shopping trips recorded 
approximately 40% of the items they ultimately purchased; therefore, we 
learned that 60% of the items bought were unplanned.
Another supporter for the case o f high inpulse buying occurring mostly in 
grocery shopping is Underhill (2000), whose studies show a rate of 
unplanned purchases between a staggering 60 to 70 percent. Another fact 
strengthening Nordfalt’s (2007) theory is that a human consciousness can 
only hold maximum 7+/-2 thoughts at any one time, and these thoughts 
can only be held for 30-45 seconds. This is a reason why we, the 
consumers, may forget things if  we do not have a shopping list. The 
unconscious kick in where the conscious processes fail us and it is easily 
affected by the store environment Nordfalt, 2007).
Stem (1962) refers to these additional purchases as “planned” impulse 
buying. With Stem (1962) also identifying that the “planned” inpulse 
buying happens when the shopper enters the store with specific items in 
mind, but with intentions to make other purchases. These being dependent 
on the store’s special offers in place at the time o f purchasing. As 
proposed o f Stem (1962) the deliberate “non-planning” is a part of
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contemporary shopping. Consumers do not have to solely abide to their 
shopping lists. Shopping lists can be modified and adapted should the 
opportunity presents itself. However, According to Rook (1987), the 
consumer is likely to feel more out-of-control when they deviate from the 
shopping list and buys impulsively.
What makes customers purchase on impulse? What prompted the 
behaviour? These questions need to be answered and understood by store 
managers / merchandisers to gain benefits. Inpulse purchases make up a 
great portion o f sales in the retail industry. It is estimated$4.2billion is 
generated through inpulse buying o f items such as sweets and magazines 
(Mogelonsky, 1998). Within certain categories, inpulse purchasing 
accounts for nearly 80% of consumers purchases (Smith et al, 1996). 
Renowned product giants Procter& Gamble Co. (P&G) spend millions on 
their in-store marketing campaigns and efforts. It is the company's belief 
that the first three to seven seconds o f a customer noticing a product on 
the shelf is critical to the purchasing decision (Nelson and Ellison, 2005). 
This referred to as ‘first moment of truth’ by P&G.
Today, retailers are increasing their in-store promotional activities. These 
efforts designed in the hope to increase short term sales (Blattberg et 
al.,1995; BlattbergandNeslin,1990; Narasimhanetal.,1996). With retailers 
understanding that some of these increased sales will be from inpulse 
purchasing. However, the questions why and how these in-store activities 
lead to the inpulse purchasing behaviour o f the consumer are still 
somewhat hazy.
However, retailers are facing even greater challenges when faced with 
making promotional activity decisions during a recession. Beatty and 
Ferrell, (1998) highlighting that when money is available, inpulse 
purchases are encouraged. When a recession is evident, many consumers 
become more price aware during in the tougher economic climate. With 
this, retailers are further encouraged to part take in in store promotional 
activities. With consumers being more receptive to planning, through tools 
such as shopping lists, this inpacts on fewer unplanned or inpulse
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purchases being made (Inmanetal., 2009). However, Hampson and 
McGoldrick suggest that although the above is in fact true for a subset of 
typical grocery store consumers, approximately fifty per cent o f shoppers 
do not adapt their shopping behaviours during an economic downturn and 
part take in inpulse buying.
Should retailers over react to a recession by over using promotional and in 
store activities to combat a recession it can damage the store image which 
has been previously built. This in turn can lead to damaging customer 
loyalties. When retailers have an in-depth understanding o f the influences 
and factors that can generate impulse purchases in store, it can lead to 
appropriate and effective strategies put in place during an economic 
downturn.
2.11 Impulse Purchasing of New Products
To date, very little research on this area o f inpulse buying has been 
conducted. Harmancioglu et al. (2009) conducted one o f the first studies 
to try and gain knowledge on inpulse buying o f new products and how it 
differs to traditional inpulse buying behaviours. Harmanciouglu (2009) 
suggests that to promote the inpulse buying urge and behaviour of new 
products, marketing managers may emphasise excitement; fun and variety 
in their promotional activities. A consumer’s desire for excitement and 
esteem promotes impulsive buying intention and behaviours in the retail 
setting. It is also suggested that upselling o f product knowledge o f new 
products is a method of promoting impulsive buying among consumers.
Dawson and Kim (2009) observe that inpulse buying is linked to up and 
cross-selling strategies. With regards to new products in the grocery retail 
sector, strategists focus on affect and cognition to create favourable 
behavioural responses from the consumers, and consumers are informed 
about product related attributes to increase the probability o f purchase 
(Peter and Olsen, 2005). Lancaster and White (1976) note that the more 
complex a product is perceived to be, unique is its newness and the higher
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the cost o f the product, the greater the shift is required in the usual way of 
doing things. New product development and introduction into the store is 
both risky and involves a difficult venture due to the high degree of 
uncertainty concerning the consumer’s needs (Wind and Mahajan, 1997; 
Gupta, 2010).However only a low proportion of newly introduced 
products satisfy consumers wants; therefore it is highly imperative to 
understand what drives a consumer to react to a new product in the 
grocery retail sector and what triggers them to purchase a new product.
2.12 Conclusion
This chapter is designed to place the theme o f the research into context 
through an in-depth assessment and analysis of the literature relating to 
impulse purchasing, and impulse purchasing o f new products, in the 
grocery retail sector. Impulse buying is defined as a spontaneous, 
immediate purchase (Rook & Fisher, 1995) without pre-shopping 
intentions either to buy a specific product category or to full fill a specific 
buying task (Beatty & Ferrell, 1998). Inpulse purchases account for 
substantial sales across a broad range o f product categories, but in 
particular, the grocery retail sector (Bellenger et al, 1978; Cobb & Hoyer, 
1986; Han et al, 1991; Kollat & Willet, 1967; Rook & Fisher, 1995; 
Weinberg & Gottwald, 1982). Without having prior information o f a new 
product or intention to purchase a certain product, consumers are exposed 
to a vast array o f stimuli, suggesting that a need can be satisfied through 
the purchase o f a product. It is the in-store stimuli which serves as an 
information aid for those consumers who go to the supermarket without 
predetermination o f exactly what they need to buy. The more the in-store 
stimuli, such as promotional activities etc. , serves as a shopping aid, the 
more likely the possibility o f a desire or need arising and can result in 
consumers impulse purchasing(Han, 1987; Han et al., 1991). Despite the 
importance o f this theme o f inpulse purchasing o f new products in the 
Irish grocery retail sector, little literature was found regarding impulse 
buying o f new products .
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3.0 Methodology
Methodology is a system of methods and principles used in a particular 
discipline o f study or activity (Collins 2013). This research aims to 
examine the triggering factors that compel consumers to impulse purchase 
new products in the Irish grocery retail sector. This chapter justifies the 
importance and the significance of the primary and secondary research 
methods chosea It outlines how data is collected and analysed, it also 
discusses the limitations o f the research. To achieve this endeavour a 
nationally recognised supermarket chain was selected and researched by 
surveying consumers both in store and online. A further four consumer 
based focus groups were undertaken with customers o f the supermarket 
chain. This research was undertaken in order to ascertain the level of 
information required from the customer point o f view.
A substantial research gap exists relating to the inpulse purchasing o f new 
products, in the Irish grocery retail sector. A focus on low involvement 
products is given by the researcher. This is in contrast to the over 
emphasis on inpulse purchasing o f general products and services in the 
retail sector. As previously identified in Chapter 1, limited published 
research findings have been identified in relation to this research study. As 
a result o f this, the rationale for this research is to embark on closing the 
research gap by identifying the trigger factors o f inpulse purchasing, with 
a particular focus on new low involvement products, in the Irish grocery 
retail sector.
This chapter sets out to:
■ Identify the methodology employed to conduct the research and
also explain why the chosen method is the most suitable for the 
study
■ Outline and discuss how the research data is collected
■ Outline how the research data is analysed
■ Discuss the research limitations identified during the course of
the study.
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3.1 Introduction to Research
This research study investigates the trigger factors that compel the Irish 
consumer to impulse purchase new grocery products, primarily low 
involvement products. This study was both exploratory and descriptive in 
nature and explores the consumers’ insights and perceptions in the Irish 
grocery retail sector, with a specific focus on the Northwest/West of 
Ireland.
3.2 Research Process
The American Marketing Association has defined marketing research as 
follows:
“Marketing research is the function that links the consumer, customer, 
and public to the marketer through information-information used to 
identify and define marketing opportunities and problems; generate, 
refine, and evaluate marketing actions; monitor marketing performance; 
and improve understanding o f marketing as a process. Marketing 
research specifies the information required to address these issues, 
designs the method fo r  collecting information, manages and implements 
the data collection process, analyses the results, and communicates the 
findings and their implications”(McDaniel and Gates, 1996).
Furthermore, Domegan and Fleming (2007) identify the ‘Seven Step 
Marketing Research Process’ (Figure 3.1). For the purpose o f this study 
the outlined process is applied. The process may be viewed in figure 3.3. 
Employing this approach provides the researcher with a clear direction 
and a concrete structure for executing the chosen research. Domegan and 
Fleming (2007) state the research process to be “  a set o f  stages that 
detail a number or sequence o f  tasks a researcher undertakes to gather 
and report valid and reliable information to assist with decision 
making.” (p.2\).  Saunders et al (2000) are in agreement with Domegan 
and Fleming, stating that the research process ‘is a multi-stage process
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that must be followed on order to undertake a complete research 
project ’(p.85).
Figure 3.1 The Research Process
Problem Definition
Research Design
Data Collection M ethods
Sampling
Field Work
Analysis of Data
• P resentation of Results
Dom egan and F lem ing’s (2007) Marketing Research Process, (Dom egan & F lem ing,
2007, p.21).
3.2.1 Stage 1: Problem Definition
Stage one o f the research process is known as problem definition. This 
stage essentially is about the researcher identifying and selecting what 
information is needed to solve the problem on hand. Domegan & Fleming 
(2007) state the main purpose of the problem definition is to allow the 
researcher to determine both the purpose o f the study and the justification 
of the study.
3.2.1.1 Research Question and Objectives
In order to identify the objectives for the research the following research 
question was posed.
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3.2.1.2 Research Question
What are the trigger factors which compel consumers to impulse purchase 
new products in the Irish grocery retail sector?
3.2.1.3 Research Objectives
The pinnacle point of the research process is a statement o f the research 
objectives. Research objectives are declared in terms o f the precise 
information necessary to solve the marketing research problem Research 
objectives are a summary o f what needs to be known and understood to 
make a decision in research terms (McDaniel and Gates, 1996).
The following objectives were identified by the researcher:
>  Identify the key trigger factors for impulse purchasing of new products 
in the Irish grocery sector. This is achieved by identifying and exploring 
consumer perceptions o f inpulse buying in a supermarket environment.
>  Develop a greater understanding o f inpulse purchasing behaviours, in 
the category o f new grocery product purchasing.
>  Through exploratory findings on the Irish grocery sector, propose a list 
specific to merchandisers, o f factors triggering inpulse purchasing o f new 
grocery products.
>  Offer detailed recommendations to Supervalu supermarkets, outlining 
the findings in relation to their specific consumer base as well as their in­
store environment.
3.2.2 Stage 2: Research Design
Research design is the second stage o f the marketing research process. 
Different problems lead to different designs, with Domegan & Fleming
(2007) referring to this stage as a ‘ blueprint’ for the remaining research 
study as well as providing the researcher with ‘plan o f action’ for the 
remaining steps o f the study. It is a master framework which guides the 
remaining stages of the research process -  data collection, measurement, 
analysis and reporting. The research design can only be chosen after the
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objectives have been finalised by the researcher. It coordinates the 
methodology issues with the objectives already identified and acts as a 
‘guiding light’ for the researcher in deciding ‘how, when, where and why’ 
o f  information collection (Domegan & Fleming, 2003, p. 63).
The research being conducted is both exploratory and descriptive as the 
researcher’s main objective was to view consumers’ behaviours and 
attitudes to their inpulse purchasing habits towards low involvement 
products in the grocery sector in Ireland (See Figure 3.2 on the following 
page). Robson (1993) identify exploratory studies as a sufficient means of 
finding out ‘what is happening, to seek new insights and perceptions, to 
ask questions and to assess phenomena in a new light’, (p. 42). Domegan 
& Fleming (2003) believe descriptive research to be concerned with 
‘describing the associations between two or more variables’ (p.23).The 
main aim is to investigate the trigger factors which compel consumers to 
impulse purchase new products in the grocery retail sector. An emphasis 
is placed on the North West and West o f Ireland for this research. In order 
to identify the objectives of the research the following research question 
was posed, 'What are the trigger factors which compel consumers to 
impulse purchase new products in the Irish grocery retail sector?
Figure 3.2 Research Design
R esearch  Design M ethods
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3.2.2.1 Research Strategy
Domegan and Fleming (2007) identify marketing research to be a 
methodology -led  process that objectively and systematically investigates 
a problem confronting marketing management. It is vital that the research 
strategy chosen for this study allows the researcher to answer the research 
question as well as meet the outlined objectives (Saunders et al, 2000). 
During this stage o f the process the justification for the chosen research 
strategy is outlined and discussed.
In order to obtain the information required for this research study a mixed 
method approach was used. This means both exploratory and descriptive 
methods (with qualitative and quantitative approaches) were explored. It 
should be mentioned that most studies on inpulse buying in an offline 
setting have been quantitative, looking for a statistically proven 
hypothesis using large samples o f respondents and often made 
experimental attempts in the store (Dhar and Hoch, 1996: Nordfalt, 2007). 
However, as previously mentioned, the researcher is attempting to gain a 
broad picture o f the subject, and therefore a quantitative method on its 
own would not be relevant for the researcher.
A mixed method approach was employed as qualitative research provides 
richness and an insight o f information however lacks credibility and 
conviction which are thought to be associated with quantification research 
(Baker, Research for Marketing, 1991).
The mixed methods research has “come o f age”. To include only 
quantitative or qualitative methods falls short o f the major approaches 
being used today in the social and human sciences (Creswell, 1994). 
Today’s research situation is less quantitative versus qualitative but is 
more concerned with how research practices lie somewhere on a 
continuum between the two methods (Neuman & Benz, 1998). With this, 
a focus on consumers’ perceptions o f inpulse purchasing, primarily of 
new products, in the grocery retail sector is placed on the research.
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Ghosh & Chopra, (2003) define two important methods o f conducting 
data, Qualitative data and Quantitative data. Both methods are deemed to 
be equally important. See Table 3.1.
Table 3.1 Definition of Qualitative & Quantitative Data
Qualitative Data Qualitative data is the form 
of descriptive accounts of 
observation or data that is 
classified by type
Quantitative Data Quantitative data is data that 
can be expressed numerically 
or classified by a numerical 
value.
The author chose a mixed method approach o f primary data collection, 
incorporating a combination of both on-line and in store face to face 
surveys and focus groups. The research was aimed at analysing the trigger 
factors that compel the consumer to inpulse purchase new products in the 
grocery retail sector. The research was conducted by in store face to face 
surveys targeting the correct consumer base, with additional online 
surveys attracting the attention of the chosen consumer sector. A further 
four focus groups were conducted to ascertain an in-depth level o f  
intelligence and consumer buyer behaviour gathering.
Qualitative research is exploratory and is useful when the researcher does 
not know the important variables to examine. This type o f approach can 
be used by the researcher when the topic is new, the topic has never been 
addressed with a certain sample or group o f people, or existing theories do 
not apply with the particular sample or group under study (Morse, 1991). 
Qualitative research was deemed a more complicated and unstructured 
process, and involved the use of audio material. This method involved the 
use o f audio material, albeit this approach was complex to analyse and 
was time consuming; the research provided the researcher with more
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realistic perceptions and insights of the consumer. Draper (2004) 
highlights the goal of qualitative is to offer an explanation of some kind 
and not only a descriptive of the findings. Quantitative research, although 
difficult to achieve results, was a structured process, with background 
information readily available. This method is heavily reliant on 
mathematics, statistic and probability theory (Domegan & Fleming, 2007), 
however it allowed the researcher to evaluate and access the aspects of the 
grocery retail sector which were being researched.
Upon choosing the target population required for this research study, one 
of the top supermarket retailers in Ireland was analysed, SuperValu. 
“Todays Grocery Magazine” (2012) declares that the Musgrave’s Retail 
Group which comprises of SuperValu, Centra, Mace, SuperQuinn and 
Daybreak, to be one of the top retailers in Ireland in 2012. Musgrave’s 
Retail Partners Group identify a tremendous combined retail turnover of 
over € 7 billion, showing an increase of 7.8% from 2011. SuperValu’s 
independent stores outperformed the market in 2012 with recorded sales 
of €2.1 billion in 2012 (Musgrave’s Retail Report, 2013).
SuperValu, unlike some of the international giant supermarket retail 
chains, are avid believers in supporting local employment, local 
entrepreneurship and local produce throughout Ireland. And most 
importantly have a strong ethic of providing value to shoppers.
3.2.2.2 Qualitative & Quantitative Research Methods
The research method selection process saw the researcher chose a number 
of methods and studied them in depth. The main purpose of this process is 
to ascertain which method was most appropriate for the research study in 
hand. Due to the nature of the research topic (impulsive purchasing habits 
of new products), a concept that is ever so important to retailers today, in 
store and online surveys, consumer insight focus groups and in store 
observation were some of the methods used for this study.
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Domegan & Fleming (2003) portray focus groups to be very useful in 
exploratory research as its goal is to develop ideas and insights of the 
topic of interest (p. 143).
Quantitative methods saw the research administer surveys both online and 
in store. Online is continuously increasing in popularity as a method of 
administering surveys. However, due to the nature of the research, in store 
surveys are vital to ascertain consumer insights and perceptions for the 
study at hand.
3.2.2.3 Questionnaires with SuperValu Consumers
Guidance from Crowther and Lancaster (2005) is used in constructing the 
questions for the questionnaire. It is as follows:
The questionnaire should
V Be as short as possible
V Have a logical structure
V Have questions which are simple wherever possible, avoiding jargon
V Avoid ambiguous questions
V Avoid leading questions.
Questionnaire design is a significant influence on research outcomes. 
Bryman & Bell (2007) state that a poorly worded survey is a primary 
reason for errors to occur in survey research. The researcher uses the 
guidelines as stated by Crowther and Lancaster (2005), and the research 
survey has a logical structure applied throughout.
A number of questionnaires were conducted in store, face to face with the 
consumers. For additional stores that wished to participate in the research, 
questionnaires were posted to the independent SuperValu facebook pages. 
Due to time constraints, as well as travel confinements, the researcher 
deemed this online resource as logical in order to conduct a wide net 
study. In store questionnaires were conducted in a host of SuperValu 
stores in the Northwest region, with some of the Northwest and West 
region targeted by online surveys. All store managers were emailed a copy
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of the questionnaires before the research took place, and the times and 
dates were confirmed with the store managers. When using questionnaires 
for research there are a number of advantages, as well as disadvantages, 
associated with the research method. Saunders et al (2000) discusses both 
the advantages and disadvantages of conducting questionnaires (See Table
3.2 & Table 3.3).
Table 3.2 Advantages of Questionnaires
Quick Access to information -  speed of collecting data 
Shorter interview time 
Convenient for both parties
The responses are gathered in a standardised way-questionnaires are more 
objective
Table 3.3 Disadvantages of Questionnaires
It is not entirely possible to build rapport like semi structured interviewing. 
Less willing to provide time to ta lk - completed the questionnaires and no 
further comments
Open ended questions can generate large quantities ofdataand can be time 
consuming to process and analyse.
Conducting the questionnaire and recording the data can be a difficult task. 
It is difficult to develop more complex questions through questionnaires.
3.2.2.4 Questionnaire Design
The questionnaire was designed to collect the relevant data required for 
the study. The researcher strived to ensure the questionnaire was not 
biased and did not contain confusing grammar. Before conducting the 
questionnaire with the chosen population, the questionnaire was piloted by 
the researcher (See Appendix B). The questionnaire was piloted on a total 
of ten consumers and was done do to reduce respondent error. Feedback 
was provided and some minor changes were made to the questionnaire 
(See Appendix C).
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3.2.2.5 Questionnaire Sampling and Administration
The researcher conducted surveys mainly in store, face to face, with 
consumers, with some surveys being conducted online. A total of 650 
questionnaires were administered to SuperValu consumers. A combined 
total of 153 responses were received. This showcasing a response rate of 
23.54%. This latter method, online surveying, was deemed most 
appropriate and practical for both the researcher and the store managers. 
Prior to the questionnaire going live on the selected SuperValu store 
facebook pages, an email was sent by the researcher to the store managers 
with a copy of the questionnaire attached. Questionnaires were conducted 
from July to August 2013 and primarily took place at weekends and 
during the evening period when footfall in the stores was at its peak. 
Questionnaires were conducted both in store and via facebook in the 
below SuperValu stores in the West and North West of Ireland. (See Table 
3.4)
Table 3.4 SuperValu Stores
SuperValu Store
SuperValu Grange, Co. Sligo 
SuperValu Tubbercurry, Co. Sligo 
SuperValu, Dromahair, Co. Leitrim 
SuperValu Castleblayney, Co. Monaghan 
SuperValu Clifden, Co. Galway 
SuperValu, Co. Roscommon 
SuperValu, Kiltimagh, Co. Mayo
2)22.6 Focus Groups with Consumers
A focus group is considered to be a gathering of a small group of people 
for a set period of time, to discuss a series of topics under the leadership 
and direction of a moderator (Bim, 2000, p.299). Ghosh & Chopra (2003) 
also state a focus group to be another useful and practical exploratory 
technique in research.
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Focus groups are a very beneficial method of information gathering. They 
are unstructured and can generally be free flowing (Saunders et al, 2000, 
p. 268). Bim (2000) speaks of focus groups to having the ability to offer 
fascination and complexity. For those individuals part taking in the focus 
group it can lead to some being fascinated and is a good method of 
providing the researcher with a real insight into the subject matter. Bim 
(2000) outlines a number of advantages and disadvantages associated with 
focus groups (See Tables 3.5 and 3.6).
Table 3.5 Advantages of Focus Groups
Focus groups provide the researcher with a deeper level of understanding about 
the individuals behaviours and perceptions
Convenient method of gathering the views, perceptions and insights if  more than 
one person at a time.
Provides an opportunity to observe the exchange of ideas in a dynamic way 
Can be relativelyinexpensive to run 
Relatively speedy where deadlines are crucial.
Table 3.6 Disadvantages of Focus Groups
It is not possible for the researcher to build a one on one rapport 
Involvement ofthe participants may take time
It can be difficult to encourage participation of all individuals in the group and 
maintain its focus
A high level of skill is required to ensure the focus is maintained 
As the researcher is the moderator it is not possible to take notes.
3.2.2.7 Focus Group Design
A total of four focus groups, with a total of twenty seven participants, 
were conducted in the North West region of Ireland. Participants include 
SuperValu consumers from the Northwest and West regions of Ireland 
and comprising of different genders, ages, geographical area and incomes. 
A number of questions were previously prepared by the researcher (See 
Appendix D) prior to the focus groups taking place. The focus groups are
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not restricted solely to these questions. The list acted as a starting point for 
the researcher and aided the researcher in controlling the discussioa
3.2.2.8 Focus Group Testing
Before the researcher conducted the focus groups with the groups of 
participants, the researcher piloted the list of questions with a small group. 
A mix of genders, ages, and incomes were probed as if they were in a 
focus group situation. From this, minor changes were made to the list with 
some questions being removed as brought no additional insight to the 
topic under study.
3.2.2.9 Focus Group Sampling and Administration
Participants of the focus groups gathered at four different locations in the 
North West of Ireland. A total of twenty three SuperValu consumers 
participated. It was vital to have SuperValu consumers participate in the 
focus groups as it provides the researcher with reliable information on 
their purchasing behaviour and their overall perceptions and insights into 
the store environment. The focus group process was administered by the 
researcher/ moderator. Table 3.7 provides an outline of the focus group 
schedules and locations.
Table 3.7 Focus Group Schedule
Focus Group Location Date
Focus Group 1 Rosses Point, Co. Sligo 20/06/2013
Focus Group 2 I.T Sligo, Co. Sligo 17/07/2013
Focus Group 3 Drumcliffe, Co. Sligo 31/07/2013
Focus Group 4 I.T Sligo,Co. Sligo 12/08/2013
The first focus group conducted and mediated by the researcher took place 
in a small village called Rosses Point, Co. Sligo. This focus group was 
conducted on June 06th 2013 in the Yeats Country Hotel, where a room 
was booked by the researcher for the purpose of the focus group. 
Participants in this group consisted of four females and two males. These
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contacts were consumers who participated in completing a questionnaire 
and were willing to be involved in additional research on the study.
The second focus group was again based in Co. Sligo, this time on the 
premises of the Institute of Technology, Co. Sligo on July 17th 2013. A 
mixture of men and women participated, with three men and four women 
participating. Additional instruments such as notices on in store notice 
boards invited participants to take part in the study.
Both the third and fourth focus groups research took place later on dates 
July 31st and August 12th, 2013. Participants in these two focus groups 
include consumers from Co. Sligo, Co. Leitrim, Co. Monaghan and Co. 
Galway. A total of seven participants, both male and female, participated 
on July 31st in Drumeliffe, Co. Sligo, with an additional seven 
participants taking part on August 12th in the Institute of Technology, Co. 
Sligo.
The researcher was aided with some help from family friends to reach 
some correspondents further afield to participate.
3.2.2.10 Small Scale Observation Study
Due to the nature of the research question and the objectives set out by the 
researcher (consumer buyer behaviour), the researcher decided to watch 
consumers in the supermarket retail environment and observe their 
purchasing habits. Saunders et al (2000) notes observation to involve the 
systematic observation, recording, description, analysis and interpretation 
of people’s behaviours. The researcher used this method as a stepping 
stone to compiling the questions for the questionnaire. The observation 
study was conducted on a busy Saturday afternoon in late May in 
SuperValu, Grange, Co .Sligo. The researcher conducted this from 11am 
until 4pm. The research observed consumers in stores using both shopping 
trolleys and baskets and observed informal conversations between 
consumers and staff members. Following the observation, data was 
recorded by the researcher and the notes used to assist the building of the 
questionnaire.
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3.2.3 Stage 3: Data Collection
The third stage of the research process is ‘Data Collection’ and it refers to 
how the information will be gathered (Domegan & Fleming, 2007). The 
researcher is required to choose the data collection instrument which best 
suits the research strategy and research design which has been adapted. 
Data required for this research was gathered from two main sources. 
These included secondary sources of information, as well as primary 
sources of information.
The principles of market research according to Domegan & Fleming 
(2007) is to exhaust all secondary sources of information available at the 
time of research before undertaking primary research. For the purpose of 
this research both secondary and primary data was conducted to allow the 
researcher to answer the research question and meet the objectives set.
3.2.3.1 Secondary Data
Domegan & Fleming (2007) state that the collection of secondary data is 
the very first step of the data collection process. They continue by 
highlighting secondary data to be “data collected by another person for the 
reasons other than the problem in hand” (Domegan & Fleming, 2007, p. 
82).
The main sources of secondary data utilised within this study are 
published materials. An extensive review of existing literature conducted 
by the researcher provides insight into the field of consumer buyer 
behaviour/inpulse buying in the grocery retail sector in Ireland. The main 
sources of literature available to the researcher include academic journals, 
credible journals, books , business publications, reliable newspapers (The 
Irish Times), marketing retail magazines (Checkout Magazine, Planet 
Retail, Musgrave’s Annual Report).business publications, and websites. 
The internet was also an important tool used to gather secondary research, 
vital to the study.
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3.2.3.2 Primary Data
As previously stated, the primary data collection methods chosen for this 
study were questionnaires along with focus groups and a small scale 
observation study. These methods will be discussed in more detail later in 
the chapter. These methods allowed the researcher to collect the relevant 
data as well as answering the research question and meet the research 
objectives.
3.2.4 Stage 4: Sampling
The next and fourth step in the research process is known as ‘sampling’. 
Sampling refers to the procedures and techniques required to collect the 
relevant data to answer the research question as well as meet the 
objectives. Bim (2000) states sampling is essential for market researchers 
as almost all market research is conducted using samples. With Domegan 
& Fleming (2003) stating sampling involves choosing a small number of 
people or objects to represent a larger population or universe from which 
they are drawn (p. 29).
There are two sampling techniques which are available to the researcher. 
These are known as probability sampling and non-probability sampling.
Stem et al, (2000) explains the differences in the two techniques in Table 
3.8.
Table 3.8 Sampling Techniques
Probability Sampling This technique states that each case is 
known from the population and is 
more than likely equal for all cases
Non -  Probability Sampling This technique means that each case in 
the population is not known and is 
equal in all cases.
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3.2.4.1 Defining the Population and Selecting a Sample Frame
As previously stated, the target population for the focus groups and 
surveys were SuperValu customers. The population was decisively chosen 
at those people who would be willing and able to offer some relevant 
insights for this research study. The target for the SuperValu consumers 
includes; consumers from SuperValu have located in Co. Sligo, Co. 
Leitrim, Co. Donegal, Co. Monaghan, Co. Roscommon and Co. Galway.
3.2.4.2 Overall Sampling Method
For the purpose of this study, the researcher chose a non -  probability 
sampling method over a probability sample method. The non-probability 
method used in this research is appropriate as it takes into account the 
need for permission to secure focus groups. Non- probability sampling is 
‘inherently subjective and not objective, as the samples are chosen 
consciously by the researcher’ (Domegan & Fleming, 2007, p. 381).
Due to the Republic of Ireland having 193 SuperValu retail supermarkets 
to date, and with 1,658,243 households in Ireland (CSO, 2013), it was 
deemed impractical to collect data from the entire target populatioa With 
this, a non-probability, convenience sampling method was chosen by the 
researcher to support the primary research.
3.2.4.3 Sample Type
Non-probability samples that are unrestricted are known as convenience 
samples. Convenience sampling was chosen by the researcher. This type 
of sample is considered to be the cheapest and one of the easier methods 
to conduct data. A convenience sample is a mom -  random sample that is 
chosen for practical reasons (McBumey, Research Methods 2001).
The convenience sampling method was considered most appropriate by 
the researcher as the researcher is situated in the retail sector in the North 
West and close proximity to the West of Ireland and had access to the 
target population. This was enabled through contacts in some areas. Due 
to the time constraints placed on the research, as well as travel and access
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costs, convenience sampling accommodates the geographic preferences of 
the researcher for access purposes.
3.2.4.4 Determining Sample Size
Unlike probability random sampling, there is no clear formula to 
determine the exact size of a non-probability convenience sample. ‘’An 
appropriate sample size for qualitative research is one that adequately 
answers the research question” (Marshall, 1996, p.523).
The sample size chosem by the researcher was at their discretion, however 
guidance was offered by the academic supervisor. The sample size was 
based om the research question and the geographic boundaries. The 
population selected ensured the researcher was able to answer the research 
question, as well as meet the research objectives set.
3.2.5 Stage 5: Fieldwork
It is this part of the research process that involved the researcher assessing 
who to conduct surveys with and who not to ask and striving to ensure the 
desired number of respondents was achieved. In order to gain access to the 
SuperValu consumer base in a selection of supermarkets in the North 
West and West, the researcher contacted managers of each store 
requesting participation in the research. With their consent, dates and 
times were arranged for the researcher to stand in store and ask consumers 
to participate in completing surveys. Each participating manager received 
an email from the researcher explaining who the researcher was, the 
college the researcher attended, the main purpose of the research, the 
duration of the research in store (See Appendix E), as well as copy of the 
survey which would be distributed to the consumers in store. Upon 
approaching the consumers’ in store, the individual made the consumer 
aware of the purpose of the study and identified the college attended by 
the researcher (See Appendix F). For those SuperValu stores who wished 
to participate in the research through the online method, managers were 
also contacted by both telephone and email and again once participation 
was confirmed, details of the above were sent.
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Prior to the researcher compiling the instrument survey, an in store 
observation study was undertaken by the researcher. This was to assist the 
researcher in formulating an appropriate set of questions to probe the topic 
under study.
It is important to note, that prior to the researcher conducting the research 
in store and online, all questions on the survey were piloted to ensure 
consumers were able to answer them to the best of their ability. Data 
from both in store and online methods was then collected, recorded and 
analysed by the researcher.
Focus group members were selected from the Northwest and West of 
Ireland. Members were chosen due to their geographical proximity to the 
researcher. Focus group members were asked to participate through 
notices provided by the researcher in store, as well as asking participants 
filling out surveys to participate. A total of four focus groups were 
conducted, with a total of 27 participants. This number was made up of 
both male and female participants. Due to the type of research being 
conducted, the majority of participants in attendance were predominantly 
female, however a number of males were willing to give their input to the 
study. A range of age, gender, income levels, geographical locations and 
social class were in attendance. This mix of individuals allowed the 
researcher to gain different consumer viewpoints and insights.
3.2.6 Stage 6: Analysis of Data
Unlike quantitative data analysis, there are no clear cut rules for 
qualitative data analysis (Bryman & Bell, 2007).Qualitative data analysis 
is a more complicated process. Due to data deriving from focus groups, 
the data is mainly unstructured audio and written material and therefore is 
not straightforward for the researcher to analyse.
Focus groups were recorded with the participants consent. After 
completing all focus group sessions, the researcher reviewed audio 
content from the recordings in order to analyse the findings. After all 
recordings and information was categorised, and analysed against other
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participants, trends and comparisons were noted by the researcher. Once 
all surveys (in-store and on-line) were completed the research findings 
were analysed and transcribed into readable and systematic notes.
As a mixed method approach was used. Focus group findings were cross 
referenced with the survey findings to complete a lull and comprehensive 
analysis of the research question
3.2.7 Stage 7: Presentation of Result
According to Domegan & Fleming (2007) presenting the data collected is 
the final stage of the research process. This stage is very significant to the 
research. It is this stage that sees the researcher writing up the findings 
derived from the data analysis stage of the research process. The results 
of the data analysis for this research study are clearly presented in the next 
chapter, Chapter 4. Following will be the final chapter in the research 
showcasing overall results and conclusions to the research.
3.3 Validity and Reliability
Validity is defined by Bryman & Bell (2007, p. 165) as the ‘issue of 
whether or not an indicator, or set of indicators, that is devised to gauge a 
concept, really measures the concept’. According to Domegan & Fleming 
(2007) reliability refers to consistency of results and measurements made 
in the research process.
Bloom et al, (2009) state that the quality of a questionnaire must satisfy 
five main criteria: purpose; directness; utility; reliability and validity. The 
author of the questionnaire must be completely clear about its purpose amd 
absolutely clear about the kind of information trying to be obtained for the 
chosen population The study can only be deemed reliable if similar 
results would emerge in other studies when using the same questions and 
sampling criteria. The research study can only be valid if it captures the 
data is sets out to achieve. Due to some of the research methods chosen by 
the researcher, participation error was difficult to avoid as the research
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could not prevent the respondent from not participating in the surveys, or 
focus groups when asked.
3.4 Ethical Consideration
Ethics refers to the moral principles or values governing the conduct of an 
individual or of a group (McDaniel and Gates, 1996). Easterby-Smith et 
al. (2012) states that ethics has become increasingly important in research 
in recent years and that demands are increasingly put on researchers from 
various areas to be ethical and account for their choices in this respect. 
Therefore, market researchers need to ensure that their practices are 
ethically sound. Tull and Hawkins(1993) note that ethically sound 
research considers the interests of the general public , the client, the 
respondent, the research professional as well as those of the researcher.
For the purpose of this study the researcher chose to adhere to and apply 
ESOMAR (The European Society for Opinion and Marketing Research) 
Guidelines of researcher responsibility. Hence, the following provisions 
(Table 3.10) are made under ESOMAR’s code of conduct (Domegan & 
Fleming, 2007).
Table 3.10 ESOMAR’S Code of Conduct
• Respondent’s cooperation in this research projectis entirely voluntary at 
all stages. They will not be misled when being asked for their cooperation.
• Respondent’s anonymity will be strictly preserved.
• The researcher will take all reasonable precautions to ensure that 
respondents are in no way harmed or adversely affected as a result of their 
participation on this study.
• Respondents must be told i f  recording equipment is being used. If the 
respondent so wishes, the record or relevant section of it must be deleted or 
destroyed.
• Respondents are entitled to withdraw from the interview at any stage, or 
refuse to answer any question.
• The researcher will not use respondents information without permission.
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For this research, the ethical considerations focus on the voluntary 
participation of the respondents by obtaining their consent and willingness 
to partake in this study. The purpose of the research and participation 
requirements is communicated to all participants.
The researcher decided not to reward any participant with store vouchers 
or rewards of monetary value. The researcher deemed this act unethical to 
the study and required all participants to be willing on their own accord.
3.5 Limitations of the Study
> Due to the time constraints, it was not feasible for the researcher to 
conduct research on all SuperValu supermarkets throughout the entirety of 
the Republic of Ireland. The researcher initially made contact with 
Musgrave’s head office in Co. Cork, as well as 53 independent SuperValu 
stores nationwide and proposed the research idea. However due to lack of 
responses and no one available to take telephone calls, the research was 
carried out in the Northwest and West region of Ireland. This may limit 
the scope of the research study.
> Another research limitation exists in that of the research bias in the 
questioning process, both in questionnaires and focus groups. Domegan 
and Fleming (2003) note that the interviewer (researcher) may not 
willingly or intentionally introduce bias into the participants responses 
through variables such as rephrasing of questions, tone of voice, 
appearance. In order to combat this or at least minimise the risk of bias 
occurring, the questions for all research methods are pre tested to 
eliminate ambiguity that may exist.
> With the researcher using qualitative methods to help conduct research, 
another frequent limitation of this method is the lack of experience of the 
researcher in conducting the data analysis (Dingwall et al. (1998), Miles & 
Huberman(1994), Grafanaki (1996), Johnson & Waterfield (2006).
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> Bryman & Bell (2007) criticise the convenience sampling method as it 
results in generalisations that may or may not be representative of the 
entire research population Despite the fact that convenience samples are 
common, the sampling method used is another research limitation.
> Convenience sampling is subject to bias due to sampling bias that 
would imply a variance between results from the sample population and 
the entirety of the population Through further research this limitation can 
be dealt with.
3.6 Conclusion
This chapter began by identifying Domegan and Flemings (2007) Seven 
Step Marketing Research Process that is required by the researcher to 
achieve the research objectives. In order to fulfil these research 
objectives, a mixed method approach combining qualitative and 
quantitative research methods were used. The chapter discusses each step 
used as well as the overall research design employed by the researcher, as 
well as the advantages and disadvantages of the research methods deemed 
most suitable. These are questionnaires and focus groups. A small scale 
observation study was undertaken by the researcher prior to drafting up 
the research questionnaire.
Upon completion of the research methods, the data was analysed and 
presented using a combination of Excel spread sheets and Survey Monkey 
software. The researcher considered all ethical dilemmas during the 
course of the research and all respondents were anonymous for the 
duration of the research.
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4.0 Analysis & Findings
4.1 Introduction
This chapter provides a detailed analysis of the primary research data 
collected as described in Chapter Three. The findings attempt to explore 
the research question, to identify the trigger factors that compel consumers 
to impulse purchase new grocery products, with a specific focus on 
SuperValu Supermarkets in the North West/West of Ireland. The research 
undertaken comprises of a variety of data collection methods.
L. Questionnaires,
2. Focus Groups.
A questionnaire was designed an administered both “face to face” and 
“online” for the purpose of agility and speed. The questionnaire was 
constructed through Survey Monkey and Microsoft Office applications. 
Survey Monkey created a link to the questionnaire where the online 
responses were sent allowing the researcher to record the data in 
Microsoft Excel. A total of 650 questionnaires were administered to 
SuperValu consumers using a convenience sample. The number of 
individual consumer responses received was 153, a response rate of 
23.54%.
The researcher also compiled a list of questions which then were directed 
to participants of the focus groups. This structure allowed the researcher 
again to meet the research objectives using open ended style questions and 
probing of the participants.
The process of data analysis involved analysing all survey responses, 
transcribing all interviews and focus groups and comparing and 
contrasting the emerging themes from each. The research population 
consisted of SuperValu consumers, specifically those in the North West/ 
West of Ireland. From this investigation and data analysis, key findings
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emerge which relate to the triggering of impulse purchasing behaviour, 
specifically of new products in the grocery retail sector.
4.2 Consumer Questionnaire Analysis & Findings
The rationale for conducting surveys with Supervalu consumers was to 
establish a valuable insight into consumer buying behaviour while 
shopping in store and identify perceptions of inpulse buying in the 
grocery retail sector. All findings can be viewed in the following graphs.
4.2.1 Consumer Involvement
‘Involvement’ is considered with the perceived importance of the 
purchase to the consumer. All respondents have their own individual 
thoughts and results are illustrated in graph 4.1 below. It was interesting to 
find that respondents have a wide variety of involvement whilst grocery 
shopping in SuperValu. The findings highlight that most consumers 
surveyed place themselves at number 5, this represents a strong level of 
involvement when buying groceries. Just over 26% of respondents place 
themselves at this level, followed by the next highest placement of 22% of 
consumers placing themselves at level 4 and just over 13% standing at 
level 6. Levels 2, 3 and 7 were chosen by just over 10%, 12% and 8.50% 
of consumers respectively. The lowest level, 1, represents very little 
thought and consideration to their purchasing habits, and was chosen by 
only 7% of the respondents.
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Graph 4.1 Involvement Level in the Grocery Sector
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4.2.2 Levels of Decision Making
These terms are discussed in Chapter 2. All of the respondents are familiar 
with the meaning of the options as a full explanation on each is provided.
Graph 4.2 shows that a staggering 42% of respondents identify themselves 
to purchase items from habit when grocery shopping. This is followed 
closely by 35% of respondents who claim to have limited decision making 
tendencies whilst grocery shopping and the introduction of a new product 
can lead them to purchase to simply try it out. The lowest number of 
respondents repeatedly choose the same brand to avoid making decisions 
in store on a regular basis. The research shows that close to 23% of 
consumers chose ‘Inertia’.
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Graph 4.2 Underlying Process of Grocery Shopping Trip
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4.2.3 Impulse Purchasing Behaviour
When respondents are asked to identify their inpulse buying behaviour in 
the grocery retail environment, an overwhelming majority of respondents 
consider themselves to be impulsive shoppers. A staggering majority, 
close to 73% of respondents, state that they make inpulse purchases while 
grocery shopping, with just over 20% stating that they do not, followed by 
7% of respondents unsure whether they perceive themselves to be 
impulsive buyers or not in the grocery retail environment. These findings 
are in agreement with Welles (1986) who identifies that up to 90% of 
respondents from a study conducted make grocery purchases on impulse, 
as well as marketincharts.com (2013) findings that store impulse buying is 
greater to that of online impulse buying i.e. 74% for traditional bricks and 
mortar stores. These findings also confirm Underhill (2000) theory that 
high inpulse buying occurs mostly in grocery shopping.
In order to quantify the extent of consumers impulsive buying tendencies 
in store, it was necessary to find out the frequency of the respondents 
impulsive habits while grocery shopping. Nearly 38% of respondents 
identify impulsive habits while grocery shopping to occur ‘sometimes’ 
while in the grocery retail environment. Just exceeding 24%, respondents 
consider their impulsive buying habits to happen ‘very often’, with 
20.26% identifying that they ‘rarely’ purchase impulsively in store. In 
stark contrast to this, 15% state they ‘always’ impulse buy whilst grocery 
shopping, with only 2.61% of respondents stating they ‘never’ impulse 
purchase while grocery shopping. Graph 4.3 illustrates data discussed 
above.
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Graph 4.3 Grocery Shopping Frequency
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Feelings of regret are associated with a consumer’s impulse purchasing 
habits. Respondents views are evident in graph 4.4, showing that the 
majority of respondents surveyed said they feel regret once they leave the 
store if they have purchased an item on impulse. Over half of 
respondents, just under 53% answered yes to this question, with 47% 
stating they do not feel regret after acting on impulse. These findings are 
in contrast to Rook (1987) who notes an individual buying on impulse is 
less likely to consider the consequences of purchasing the product, but 
experiences an immediate gratification upon making the purchase.
Graph 4.4 Post Impulse Purchasing Regret
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4.2.4 Planned Versus Unplanned Purchasing Behaviour
Today’s consumers exude impulsive buying tendencies whilst grocery 
shopping. Just over 46% of respondents, representing a total of 71 
participants, chose to disagree with the statement “I only buy items I have 
intended to buy”, and nearly 10% of respondents strongly disagreeing 
with this statement. Almost 18% agree with the statement, followed by 
just over 12% of respondents strongly agreeing. This indicates that 
between “strongly agreeing” and “agreeing” with the statement, just over 
30% of those surveyed only buy items they have intended to buy in store. 
When asked to respond to the statement that their grocery purchases are 
planned in advance, nearly 46% of respondents agree with this statement. 
Previous findings from this question also indicate that they do not 
necessarily stick to their planned purchases while shopping in store. 
Another key finding from the statements offered show that just over 51% 
agree that they sometimes buy on the “spur of the moment”, and a 
staggering 40% agree that they often buy groceries without thinking. 
Inpulse buying tendencies far exceed respondents planned purchasing 
intentions, i.e. what they initially set out to purchase. Graph 4.5 on the 
following page represents detailed findings.
M.Sc in  M a rk e t in g  2 0 1 3 Page 92
An Exploration of Impulse Purchase Trigger Factors: A Focus on New Products in the Irish Grocery
Market
Graph 4.5 Grocery Shopping Behaviours
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4.2.5 Impulse Buying Typology
Respondents are asked to choose what type of impulse buying best 
describes their usual behaviour when grocery shopping. Each respondent 
was made aware of what each category meant, which allowed them to 
choose the most suitable option. The results show that ‘planned impulse 
buying’ has the highest number of respondents with close to 35% stating 
this type suited their behaviour best. ‘Reminder Impulse Buying’ follows 
with just over 25% of respondent’s choosing this category. While 24% of 
the 153 respondents believe they are ‘suggestive’ impulse buyers. We can 
also see that nearly 16% consider themselves to be a “true” inpulse buyer 
which sees them completely breaking their normal buying pattern. Graph
4.6 illustrates the findings below.
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Graph 4.6 Impulse Buying Consumer Types
4.2.6 Impulse Buying Indicators
From analysing this issue it is found that 73% of respondents reward 
themselves by inpulse purchasing when their mood is high. This finding 
confirms Beatty and Ferrell (1998) argument that when an individual is in 
a “good mood”, they tend to reward themselves more generously and 
therefore, tend to be more impulsive. This however disagrees with Sneath 
et al. (2009) who state that inpulse buying can also be induced because of 
depression of an individual and an attempt to improve the mood of the 
individual. Over half of respondents, almost 58%, identify that they enjoy 
the task of grocery. This finding concurs with Beatty and Ferrell (1998) 
thoughts that an individual’s shopping enjoyment is a vital variable. Here 
individuals consider shopping as a form of recreation, do not stick to a 
buying list, and therefore, tend to make many impulsive purchases. 
Astonishingly, just over three quarters of the respondents, 76 %, admit to 
deviating from the shopping list. See Graph 4.7 for respondent’s details.
24% of respondents state they only “sometimes” use a shopping list, with 
just over 22% using a shopping list “very often”. In contrast to these 
findings, fewer than 20% of respondents said they “rarely” use a list, and 
17% “never” using a shopping list. The lowest percentage response rate is 
from respondents who “always” use a shopping list, with 15% of 
respondents representing this field. See Graph 4.8 for responses.
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Additionally, respondents are asked if they find themselves purchasing 
additional items even when using a shopping list. A total of 74 
respondents or 64% of respondents, purchase additional items not detailed 
on their shopping lists. The majority of respondent’s state they use 
shopping lists, both written and mental, for necessities that they must pick 
up in store and pick up additional unconsidered items if they are reminded 
in store of them. 37 of the 74 respondents consider special promotions, in 
store displays, product coupons and product placement to be key 
influencers to purchasing additional items. The attractiveness of the 
display entices a number of respondents to view the products on offer. 
Example such as fresh fruit and vegetable displays are thought to entice 
consumers. The timing of the shopping trip is also a factor. Should 
consumers be popping into the supermarket after work, the time spent is 
short, compared to specific allocated time during a weekly/bi-weekly etc. 
period. The time of salary / wage payments of the respondents etc. can 
also determine the extent of deviation from their shopping list. This 
concurs with findings, close to to 86% of respondents, are more budget 
conscious when grocery shopping, since the economic downturn began in 
2008. Only 14% of respondents state the recession has not impacted their 
budget when grocery shopping. The findings in relation to budget/money, 
confirm Beatty and Ferrell (1998) who note money is a big facilitator in 
the impulse buying process. It increases the purchasing power of the 
individual. If the consumer simply does not have enough money, they will 
avoid the shopping environment altogether or avoid impulsive purchases. 
It also supports Beatty and Ferrell (1998) contention that when a recession 
is evident, many consumers become more price aware during the tougher 
economic climate. These findings support this.
The amount of time a consumer spends in the supermarket environment 
can heighten impulsive buying tendencies. The study indicates that a 
majority of respondents go to the chosen supermarket once a week to 
complete their grocery shopping task 45% of respondents find themselves 
in the supermarket once a week, every week. Previous research states that 
just over 72% of respondents consider themselves to be impulsive buyers
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when grocery shopping. This presents a great opportunity to supermarket 
managers to increase sale levels. Carrying on from this, close to 33% of 
respondents are in the supermarket more than once a week, again 
promoting great opportunities to promote impulse buying. These findings 
coincide with Dittmar (1996) who states that in today’s society, impulse 
buying has become a regular occurrence with consumers, as shopping 
blends the concept of lifestyle. Only a small number of respondents 
(16%) plan their shopping trips once a fortnight. See Graph 4.9 for a 
detailed overview on the findings.
It is interesting to note that when asked whether they would purchase a 
new product in store to trial, just over 78% responded positively with 
almost 21% giving a negative response.
Graph 4.7 Impulse Purchasing Indicators
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Graph 4.8 Grocery Shopping List Usage
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Graph 4.9 Frequency of Grocery Shopping
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4.2.7 Grocery Shopping Habits / Scenarios
Responding to a range of shopping scenarios, findings indicate show that 
almost 58% of respondents said that they are not restricted on time when 
shopping. Asked if respondents browse while shopping in store, 74% 
state they regularly browse while grocery shopping. These findings agree
M .Sc in  M a r k e t in g  2 0 1 3 P age 9 7
An Exploration of Impulse Purchase Trigger Factors: A Focus on New Products in the Irish Grocery
Market
with Beatty and Ferrell (1998) who say the more time an individual has, 
the longer time he or she will spend browsing.
88% of survey respondents claim they purchase additional items whilst 
shopping when hungry. Asked what items would be purchased while 
hungry, the over whelming response was convenience and confectionary 
items. As earlier identified, the majority of respondents consider 
themselves to be inpulse buyers. Asked if they would use a credit card 
when grocery shopping, to purchase unplanned purchases, close to 63% of 
the respondents answered this in the negative. See Graph 4.10
Although 52% of respondents state that they use a credit card (48% stating 
they do not use one), only 28% of respondents state they have been 
enticed to use their credit card to impulse purchase in the grocery retail 
sector in the past. Nearly 40% of respondents state they have not been 
enticed to use their credit cards for impulse purchasing. 36% of 
respondents did not deem this issue as applicable. See Graph 4.11 for 
analysis.
Almost 68% of respondents agree that when shopping in company, their 
friends buying habits influence respondents to purchase similar items. 
When asked for further insight it was noted that peer/friend 
recommendations or referral is the key driving factor. However, 62% of 
respondents disagree that shopping with family and friends discourage 
them from impulse buying. These recent findings are in agreement with 
Childers & Rao (1992) who note that the peer social group are more 
receptive, encouraging and urging the individual to purchase the product. 
Consumers therefore consider the urge and spontaneity from social peers 
as a desirable attribute resulting in impulse purchasing. These findings 
however disagree with Fisher and Rook’s (1995) assertion that the 
presence of others can have a negative effect on the consumer, where in 
fact the consumer feels that such behaviour will be perceived as irrational. 
See Graph 4.10.
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Graph 4.10 Grocery Shopping Habits/ Scenarios
JT jr ?
*  /  //  
/  «  / *
"C
□  Yes 
■  No
Graph 4.11 Consumer Credit Card Usage
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4.2.8 Grocery Shopping Tendencies
When participants are probed as to why they would purchase a new 
product79% of respondents said for its functionality, with just under 63% 
agreeing they would purchase a new product simply if it evokes a happy 
memory, found it exciting, or simply for trial purposes. 89% of 
respondents agree they would be eager and willing to purchase a new 
product in store, should they see it. 88% said their grocery impulse
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purchasing tendencies are higher when promotional offers are in store 
such as special offers or a gift accompanying a newly introduced product. 
83% of respondents state that they are more impulsive when sale prices 
are introduced in store. When asked if impulse purchasing tendencies 
increase when the product has a short shelf life i.e. dairy products etc., 
74% of respondents disagreed. This finding contradicts Wong and Zhou 
(2003) study that consumers tend to be more impulsive when the product 
has shorter shelf life and has ease of storage. See Graph 4.12 on the 
following page for analysis.
Graph 4.12 Grocery Shopping Tendencies
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Furthermore, respondents are also asked to provide their thoughts on what 
would make them purchase a new product once they saw it in store. 
Figure 4.Ion the following page illustrates the main feedback provided by 
respondents.
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Figure 4.1
When respondents are asked what would entice them to purchase a new 
product in store, 47% state that a range of in store promotions such as 
introductory price, coupons, and bright stickers would encourage them to 
pick the item and possibly purchase. A number of respondents also 
mention that the element of ‘newness’ of the product would evoke a sense 
of curiosity and many would purchase simply to try and compare to their 
usual brand. Earlier, it was noted that 42% of respondents consider 
themselves to be habitual shoppers. However 35% admit to having limited 
decision making tendencies and would be encouraged to purchase new 
items in-store when they are introduced. An important aspect noted by 
respondents is that an attractive price would encourage them to purchase a 
new item in-store. However the level of quality needs to remain the same 
or exceed the brand quality of their normal purchase. Product placement 
such as “eye catching” in-store displays and demonstrations, as well as 
shelf placement would encourage respondents to pick up a new product 
introduced to the supermarket. Although not as effective as previously 
mentioned aspects, 29 respondents state that a recommendation from a 
friend or family member would encourage them to try the new product 
(after trailed by a friend/family member).
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4.2.9 Influence of Promotional Tools
Below, Graph 4.13 illustrates findings from respondents with regard to 
their opinions on factors that would encourage them to purchase a new 
item while grocery shopping. The average rankings sees ‘Special Offers’ 
to be most encouraging to respondents receiving 7.07, closely followed by 
‘Low Price’ receiving 6.50. Coupons and promotional leaflets (both in 
store and outside the supermarket) receive an average ranking of 5.79, and 
a free gift accompanying a new product receives 5.15. These findings 
correspond with Mattila and Wirtz (2008) who state that store 
environmental stimuli positively affect impulse buying behaviour. The 
findings also agree with Ramaswamy and Namakumar (2009) who note 
that a consumer’s propensity to purchase on impulse receives a further 
impetus when the consumer sees a product “on sale”.
Other factors that closely follow suit are shelf placements of products 
receiving an average ranking of 4.80. Respondents state that products 
observed at eye level gain their attention first while shopping. 
Participant’s responses score in-store displays an average of 4.54, in terms 
of encouraging the purchase of new products. Finally, the point of 
purchase scores an average of 3.74 and in-store demonstrations are on 
average the least likely to impulse purchase (also receiving an average 
ranking of 3.74).
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Graph 4.13 Activities Encouraging Consumers to Purchase New Products
When respondents are asked to provide their views in relation to 
promotional activities in-store, findings highlight that promotional 
activities can greatly increase a consumers ability to purchase previously 
unconsidered items. Nearly 44% of respondents agree that promotional 
stands attract their attention and encourage them to see what items are on 
offer. Furthermore 39% strongly agree that this activity encourages their 
attention. With regards to brightly coloured posters and advertising in 
store, just over 40% of respondents agree this holds their attention, 
followed closely by 40% who state they strongly agree with this. When 
asked if shelf location plays a role in choosing an item, a combined 
percentage of 75% of respondents strongly agree and agree that items 
placed at eye level or above gain their attention first. Furthermore, 31% of 
respondents also strongly agree that promotion coupons encourage them 
to purchase items previously unconsidered before entering the 
supermarket. Graph 4.14 identifies findings from respondents.
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Graph 4.14 Promotional Activities In-Store
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Following on from this, when respondents are asked to identify their 
willingness to trial a new product in-store, findings indicate that the 
number of people willing to sample a product in store far exceeds those 
unwilling to sample. Just over 74% of respondents are willing to try a 
new product if approached by an in-store sales representative. When asked 
if they consider their impulse buying habits to be greater in the grocery 
retail sector 59% of respondents said yes, while 41% of respondents 
disagreed. Elaborating further, respondents state that their impulse buying 
habits are greater in other retail environments such as clothing, shoes, 
technological devices etc. Graph 4.15 illustrates participant’s responses.
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Graph 4.15 Willingness to Trial New Products In-Store
Sample a product instore Impulsive habits greater in
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4.2.10 In-Store Environment
When asked for their perceptions of the in-store supermarket environment, 
respondents are mainly in agreement with the statements posed in relation 
to the in store shopping environment. 66% of respondents state they feel 
comfortable shopping in-store, with just over 65% of respondents liking 
the overall store design. Close to 57% of respondents agree that the 
grocery store was welcoming and bright, with 25% strongly agreeing with 
this statement. These findings concur with Crawford and Melewar (2003) 
findings who note the importance of store characteristics, inclusive of the 
store layout, the presence of salesperson in the store, the store 
atmospherics, and finally the store type. It is vital to promote an effective 
store layout to maximize convenience to the consumer. With regards to 
the inpact of colour in store the results agree with Bellizzi et al (1983) 
who identify that colour can produce certain autonomic biological 
reactions, create certain emotional responses and command the consumers 
attention .When asked about “product placement” in clearly defined 
sections, 62% of respondents, agree that products are located in clearly 
defined sections. Furthermore, just over 49% of respondents agree that in­
store lighting compliments the product displays. A combined total of 78% 
of respondents both “strongly agree” and “agree” that supermarket shelves 
being well stocked, makes their shopping trip more successful. Close to 
54% of respondents perceive the supermarket to be clean. When asked
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their thoughts on in-store music and its impact on their shopping trip 33% 
agree that it has a positive impact on their grocery shopping trip. 
However, a significant percentage, i.e.35%, remain undecided on its 
inpact. This finding departs from the literature indicating fast-tempo and 
high-volume music increase arousal levels in store (Crawford and 
Melewar, 2003). Xu (2007) notes that in-store environments influence a 
consumers’ emotional state which may further leads to impulse buying 
inside the store. These also influence both in-store responses and future 
retail store decisions. The in-store environment findings confirm this 
theory.
Asked if respondents would impulse purchase as a result of in-store 
“temptation” 42% of respondents agree, and an additional 23% of 
respondents “strongly agree” with the question posed. A very interesting 
finding is a combined total of 73% of respondents both “strongly agree” 
and “agree” that in-store aromas, such as bakery scents, encourage them to 
purchase items previously unconsidered before entering the supermarket. 
Graph 4.16 illustrates participant’s responses.
Graph 4.16 In-Store Environment
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Crawford and Melewar (2003) state that a well-trained, friendly and 
professional salesperson can decrease frustration by guiding and aiding 
the consumer in the purchase process and activate impulse buying 
behaviour. The majority of respondents believe store sales assistants are 
helpful, friendly, professional and most importantly approachable. 
Findings illustrate that 67% of respondents consider sales assistants as 
helpful, 68% perceive sales assistants as friendly, and a staggering 71% 
consider sales assistants to act in a professional manner .Furthermore, 
64% consider in-store sales assistants as being polite and approachable. Of 
those respondents surveyed, only a minor percentage provided negative 
feedback on in-store sales assistants. See Graph 4.17 on the following 
page for the findings for in-store sales assistants.
Graph 4.17 Sales Assistants in the Grocery Retail Sector
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Overcrowded supermarkets can also have an effect on the supermarket 
environment. Literature states that an over crowed supermarket can deter 
consumers from conducting their grocery shopping, in turn this has an 
inpact on inpulse buying behaviour. Findings indicate that 63% of 
respondents would be discouraged from shopping in store when the 
supermarket is crowded, with additional feedback stating they would 
shorten their shopping trip or simply return at a later date. 37% of 
respondents said it would not discourage them from completing their 
grocery shopping in store. Details are illustrated in Graph 4.18 below.
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Graph 4.18 Grocery Shopping in an Over-Crowded Supermarket
4.2.11 Profile of Respondents
77% of 153 respondents are female and just 23% are of male gender. This 
finding suggests that women are the main consumers in the grocery retail 
sector, with men opting to avoid the task. This research concurs with 
previous research from ‘Behaviours and Attitudes’ on behalf of the 
National Consumer Agency, which indicates that a staggering 72% of 
women are responsible for the food and grocery shopping on a regular 
basis, with more than half of men in the survey claiming no responsibility 
at all. The illustrated findings confirm this research. Of the respondents 
that participated in the survey, the most common age range of participants 
is between 31-38 years of age accounting for 30% of respondents. The 
25-30 age range follows, representing just over 27% of respondents. The 
age group 39-45 years represents 17% of respondents, and 13% represents 
the 18-24 years age group. Only 12% of respondents are 45 years or 
older. Wood (1998) identifies that younger consumers face fewer risks 
when spending money and therefore inpulse purchases are at a higher rate 
between the ages of 18 to 39. Findings confirm this theory with 108 of 
153 respondents are aged between 18 -39 years. 78 respondents agree they 
are impulsive shoppers in the grocery retail sector. Graph 4.19 highlights 
respondents’ age profiles.
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Graph 4.19 Respondent Age Profile
The finding of respondents employment status and average annual income 
has been combined together to gain a complete analysis. In order to gain a 
true insight into the spending abilities of consumers, respondents were 
asked to express their employment status at the time of completion of the 
survey. Graph 4.20 identifies that 47% of respondents, state they are in 
full time employment, and 21% of respondents are in part- time 
employment. 14% of respondents fall under the “student” category, this 
figure includes mature students. Self-employment figures represent the 
lowest levels of respondents with only 6% and the “other” category 
represents 12% of respondents. This category includes the unemployed, 
stay at home mothers and retired respondents. Findings, combined with 
Graph 4.21, identify 31% of respondents fall into the earning category of 
€15,001 - €25,000. 27% of respondents represent earning levels of €0 - 
€15,000, with 26% of respondents representing the category of €25,001 - 
€35,000. Finally, a relatively large figure, for the current recessionary 
environment, 16% of respondents indicate their average annual income 
exceeds that of €35,001.
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Graph 4.20 Respondent Employment Status
Graph 4.21 Respondent Average Annual Income
4.3 Consumer Focus Group Analysis and Findings
This section will seek to consolidate and analyse the data gathered from 
the focus groups, on the basis of themes and concepts established in 
Chapter Two. ‘ Grocery shopping’ and consumers inpulse tendencies to 
purchase new products is the central issue of discussion. This was of 
interest to the participants, who portrayed a enthusiasm in actively 
participating in the study, and willingly shared thoughts and insights, 
during conversations. The focus groups conducted provide the researcher 
with a great deal of narrative data, gives insights into consumers various
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grocery shopping behaviours, and was informative regarding traits such as 
in store shopping environment, consumer mood state, personality traits, 
monetary traits and impulsive tendencies while conducting grocery 
shopping.
Conducting four consumer focus groups in the Northwest of Ireland 
reveals results showing that consumers are impulsive when it comes to 
purchasing new products in the supermarket. Also price is not the only 
trigger factor that is of relevance to consumers when it comes to 
unplanned purchases.
4.3.1 Impulse Buying Behaviour in the Supermarket
Changes in the conventional style of shopping, from consumers satisfying 
their functional needs, to seeking hedonic benefits, as well as shopping 
just for the sake of it, has led to an increase in the number of unplanned 
purchases being made on impulse (Stem, 1962; Kollat and Willet, 1967) 
as well as on an inpulse (Bellenger et al., 1978; Weinberg and Gottwald, 
1982; Cobb and Hoyer, 1986; Han et al., 1991; Rook and Fisher, 1995). 
Inpulse buying today is strongly linked with the grocery retail 
environment. 7 always pick up items I  haven’t thought about or even need 
at the time when grocery shopping (Respondent 4) ’ 'and “even though I 
use a list I  walk out o f the supermarket with more items than (I) intended
to buy I  wouldn ’t be so impulsive i f  the price is higher e.g. buying new
shoes (Respondent 7) ’'. Consumers associate impulsive purchases with 
items that have a lower monetary value. All respondents state they buy 
impulsively and unplanned “....all the time (Respondent 4 )” and if “not 
on a regular basis (Respondent 16)”. They behave impulsively depending 
on the circumstances and offerings. “I  can’t remember the last time I  went 
to the supermarket and picked up just what I  need (Respondent 12) ”, “I  
would never go into a car showroom and buy a new car because I  like the
look o f it but I  seem to always do it shopping especially with
chocolate ¡(Respondent 8) ”. Today, all aspects of shopping has become a 
leisurely activity, and grocery shopping no exception “I  think about what 
the necessities I  need and whatever catches my eye after that goes in
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my trolley(Respondent 19) ” and “I love it(grocery shopping)- because 
there are so many products and such a huge amount o f choice within one 
shop (Respondent 3) ”. In contrast to this, 7 respondents admit that they do 
not see grocery shopping as a leisurely activity “I  only go to the
supermarket when I  need to pick up something i f  I  had more people to
feed on a weekly basis I would shop online (Respondent 8) ”. Out of the 27 
respondents, %’s state they do their grocery shopping on a weekly basis “I  
try to plan my family meals in advance so I  buy everything I  needfor the 
week ahead (Respondent 1)” and Respondent 16 revealing to spending 
“ ....too much money in the supermarket i f  I  go in more than once a week,
1 try to be clever about my purchases” following on with “ but I  seem
to fa il with this on a regular basis”. Four respondents who find 
themselves in the supermarket more than once a week state that “now I
can see where a lot o f my money goes every week go in for something
for dinner and come out with ice-cream and magazines (Respondent 7) ”. 
Respondent 4 notes that “i f  I  need something like cigarettes I  pop to the
local shop going into the supermarket I  know I ’m going to pick up
products as I  see them i t ’s only natural”. With respondent 23
noting “i f  the weather is bad or I ’m feeling down I  will pop in for a pick 
me up... it doesn ’t matter i f  I  have stuff at home, I  want to see what’s in 
store to cheer me up
4.3.2 Retail Environment Atmospherics
The term ‘retail environments’ or ‘retail atmospherics’, refers to, all the 
physical and non-physical elements of a store that can be controlled in 
order to influence the behaviour of both customers and employees (Eroglu 
and Machleit, 1993). In the grocery retail environment, the experience has 
become an important factor for consumers, “for me the experience o f 
shopping in store really matters (Respondent 10) ”. The more pleasant and 
welcoming the supermarket environment is has an impact on consumer 
experiences and plays towards the supermarket’s advantage. With this, 
many retailers and researchers acknowledge the importance of the in-store 
environment as an important tool for market differentiation and
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competitive advantage (Iyer, 1989; Levy and Weitz, 1995). “I like the 
supermarket environment so I tend to spend more time in it (Respondent 
8) ” and “I  don’t go into a certain supermarket because it feels cold and it
lacks personality................prefer to give my hard earned money to
somewhere I  feel appreciated (Respondent 26) ” .The retail environment 
affects the time spent in store “I like the supermarket layout and feel so I 
continue to go back again and again (Respondent 3) ”. The time spent 
inside a store has been rated as an important factor, the more consumers 
browse inside a store the more they buy and the more impulsive they get. 
A consumer might end up “buying more from browsing more (Respondent 
22) ”, but this applies to really impulsive consumers who do not bother 
about the consequences at all, “I f  something new catches my eye in store 
I ’ll buy it...I like it and I  am intrigued to see what i t ’s like (Respondent
7) ” followed up by Respondent 14 saying “i f  i t ’s cheap but o f the same 
quality, I ’ll give it a go ”.
However, there are some consumers whose buying behaviour might not be 
altered irrespective of time spent inside a shop, “I  might spend one hour 
in the supermarket and buy five things on my list (if I  have a list)... and I  
might spend five minutes in a shop and buy five things....it all depends on 
how I  feel at the time (Respondent 25) ”. It is interesting to note that 9 
respondents of the 27 highlight the factor of free parking at the 
supermarket “I take my time because I ’m not worrying about getting a 
parking ticket (Respondent 12) ” and “I ’m not thinking i f  my ticket in the 
car park has expired (Respondent 21) ”. With this train of thought seven 
other respondents consider this factor and agree with what was being said. 
The other respondents state this an issue they hadn’t considered before.
Baker (1986) divides the physical and non- physical in store factors into 
three sections. These being social, ambient and design factors; all of these 
elements play vital roles in the supermarket.
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4.3.2.1 Social Factors
Since shopping has become a favourite pass-time, especially for women, 
the number of shoppers increases on a daily basis. With regards to 
grocery shopping, a majority of participants are in fact women, who 
identify that they are the main grocery shoppers in the household “ I f  it 
was left up to my partner I  don’t think it would be a weekly occurrence 
(Respondent 13)” along with “My husband doesn’t like the
supermarket.... the crowds ...choices ...and the general effort o f it all I
like to take my time and see what’s on offer and buy what I  like after the 
necessities are got (Respondent 6)
With the increase in shopping enjoyment, this increases the crowd inside a 
supermarket, and the crowd inside a shop can pay a major role in affecting 
shoppers’ behaviour and mood in a shop. Respondents state that the kind 
of people inside a shop can assist in deciding whether or not they will
enter the shop. “I  try to be smart when I  go shopping go midweek if  I
can to avoid the rush (Respondent 5) ”, “I  can only go on a Saturday but i f  
its busy or quiet it doesn’t really affect me (Respondent 7)
“Supermarkets inevitably have queues i t ’s part o f the way o f shopping
(Respondent 11)”. Another respondent brought up an interesting point 
stating “i f  the supermarket is busy I  find  I  impulse buy more as I  want to 
get in and out as quickly as possible (Respondent 22) ”. Consumers have 
become more and more demanding day by day and it has become very 
important for retailers to concentrate on their “customer services 
(Respondent 9) A good attitude and a pleasant approach by a sales 
assistant in a supermarket “improves the mood (Respondent 4) ” of the 
shopper and if the employee is helpful then you normally find that “you 
end up buying something...you end up buying more (Respondent 16)”. A  
smaller number of respondents comment that though the attitudes of an 
employee may not make much of a difference to their buying or 
purchasing decisions, “I  know what I  need when I go shopping” and
“  will buy it no matter o f the employees behaviour (Respondent 17)”,
but will affect whether they “come back to the store on a regular basis
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(Respondent 5) ”. In addition participants note that sales assistances need 
to always consider consumers in the supermarket “1 personally feel shelf
stalking should be done when the supermarket is closed it creates
obstacles( Respondent 3) ” followed by "  when stacking shelves, the
cages should be minimum one to an aisle so we can see what is on the 
shelves (Respondent 9) ”.
4.3.2.2 Design Factors
It is vitally important for a shop to look good, both internally and 
externally, and the design of the store has been rated as “absolutely 
essential (Respondent 27)”, and it acts as an important agent in 
influencing the way a consumer behaves in store, it “attracts me inside the 
store (Interviewee 11)” and makes them stay “in the store (Interviewee
11) “The layout makes shopping easier ....every shelf is well labelled so 
I  have no issues finding what I  need...and don’t need!(Respondent 18) ”. 
The design variable includes the way the products are displayed inside the 
store and the overall décor of the supermarket. Ease of shopping plays a 
vital role here "I  don’t need a supermarket to be a maze (Respondent
12) ”. “The layout should be planned in an appealing manner (Interviewee
8)”. It was noted that a number of participants dislike when the 
supermarket changes their layout “I  know it has a purpose when a 
supermarket changes its layout but I  can ’t find  what I  need and it can be 
frustrating (Respondent 17) ’’.There has been a general association of
“bright colour with happiness (Respondent 1) ” by the respondents, it can 
put them in a “better mood (Respondent 9) ”, “relaxes (Respondent 19) ” 
them, “cheers (Respondent 8)” them, and also gives them “creative 
energy (Respondent 2) ”. However, participants never consider the in-store 
colours and their impact but one respondent noting “the store is clean and 
welcoming so I  guess the colours have impacted my view on the 
supermarket. “I  do really like the layout o f the SuperValu Clifden store 
in particular- all the fresh produce is in the first aisle as you go in and the 
ease o f finding items is great (Respondent 25) ”. “To make an impulse
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purchase you have to look it and buy it (Respondent 22)” and therefore 
the shopping environment should be attractive and user friendly.
4.3.2.3 Ambient Factors
Ambient factors comprise of background characteristics of a supermarket, 
such as, temperature, ambient scent, lighting, noise, and music. Ambient 
factors play a very important role in changing the mood and hence the 
behaviour of a consumer inside the supermarket. Music is thought to 
instantly cheer someone up, people listen to music sometimes to change 
their mood “bad mood I  listen to lively music...it makes me
lively............ but I  don’t think o f music in the supermarket, it doesn’t
impact me (Respondent 7) ” and sometimes to match their mood state “I  
listen sad and slow numbers when I  am sad and low but generally in the 
car or at home (Respondent 15) When asked if participants considered 
the in store music to inpact their shopping trip, an overwhelming 22 of 
the 27 participants said it did not impact their time in store “I  don’t pay 
much attention...when I  am shopping I  forget about the music 
(Respondent 9 )”. In the past researchers have shown that consumers 
respond more positively in a scented rather than an unscented 
environment (Mattila and Wirtz, 2001). A good fragrance “attracts your 
senses (Respondent 16)” and an in-store bakery scents in the supermarket 
“provides a homely and comforting feeling (Respondent 12) ”. Over three 
quarters of participants state they would be enticed to purchase breads and 
bakery items when they smell such produce in-store, even if previously 
unconsidered. “Even I f  I  don’t go in for bread, once I  smell it, the 
freshness, I  put it in my basket (Respondent 8) ”.
It may be said that the more pleasant the shopping experience through 
enhancing the ambience of the supermarket the greater the positive 
emotions generated will be in the minds of consumers. The greater the 
positive emotions generated, the better a consumer’s mood. It follow that 
the better a consumer’s mood, the more carefree they will become, and
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consequently become more carefree they become more prone to impulse 
triggering stimuli. Thereby, this results in an increase in impulsive 
behaviours in the supermarket environment.
4.3.2.4 Additional Factors
Factors such as price, sales promotions, and post-purchase behaviours can 
have a huge effect on the way a consumer behaves in-store. These also 
have a strong ability to increase impulsive buying tendencies of products, 
especially new products. Rook (1987) identifies impulse buying to be 
sudden and spontaneous, which does not give any warnings. Respondents 
agree that when there is an urge and it is really strong they like the product 
very much they end up buying the product even if it is too expensive. 
Price is not the main driver in impulse buying “I f  I  see a new product I
will try it .just to compare to my other usual brand price is an
important but the quality is also important (Respondent 4) ”. “Price is a 
consideration...but there are times I  don’t mind letting that go i f  I  want 
the product (Respondent 11)”. “Sales displays really draw me
over............ usually putting the product in the trolley i f  I  have use for
it............i f  there’s a coupon I  am ten times more likely to try (Respondent
20) ”. There appear to be a link between sales promotions and price. Many 
consumers love sales when shopping because “it [the productj is 
reasonably priced (Respondent 14) ”, “prices are good (Respondent 17) ”, 
and they feel they are getting a “good bargain (Respondent 5) ”. However, 
bringing back the aspect of quality Respondent 26 again notes that “i f  I
buy something to try and I  don’t like the quality I  won’t buy again just
because i t ’s cheap ”. Discount items in-store are a great attraction to a 
product “People love getting a bargain (Respondent 7)”. A  number of 
participants agree they dislike shopping in sales in other retail stores but
enjoy it in the supermarket environment as their “grocery bill is high.......
I  like to reduce it any way I  can (Respondent 6) ”. When people enjoy their 
shopping experiences there is little or no regret, there isn’t much of a 
difference in their shopping behaviour, “i t ’s just that, the extra
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consciousness may be lacking ” and may “tend to think less especially
when you feel you have to have the product (Respondent 17)”. It’s not 
always due to consumers enjoying their shopping experiences, there are 
times when they have bought a product on impulse and have regretted it 
later. Just under half of respondents agreed that they felt regret upon 
leaving the supermarket as they “..spent much more than anticipated 
(Respondent 28)” but the other respondents said they feel regret much 
more if they impulsively buy clothing etc. and when they “...spend their 
funds frivolously (Respondent 13) ”. In relation to grocery shopping 
particularly, regret doesn’t impact participants as much as “its food and is 
needed (Respondent 19)”. However such post purchase situations may 
play an important role when consumers go back shopping the next time. 
The incident can play at the “back o f your mind (Respondent 5) ”, and 
they “will be very careful...and attentive (Respondent 6)” about 
decisions they make, because “there is no point going home and 
regretting (Respondent 20)”. Although Respondent 14 admits that “my 
impulsive tendencies are always going to be strong when grocery
shopping lists only work for necessities (Respondent 2 )” and “if
there is regret I  generally forget about it that evening (Respondent 10) ”.
Brightly coloured posters, stickers and promotional apparatus can have a 
strong inpact on a consumer impulse buying habits in store. 23 of the 27 
participants agree that in store promotional activities from bright posters
stating phrases such as "... ‘Wow’ ’Try Now’... (Respondent 9 )” can
have a great inpact into purchasing the product, and in-store 
demonstrations can lead to purchasing an item previously unconsidered. 
However, not all respondents are in agreement with in-store promotions
“i f  I  try and am handed a coupon fee l I  need to buy the product
(Respondent 17)” and “I  don’t like sampling in store as I  don’t find  it 
hygienic (Respondent 19) ”. “Promotions make me fill my basket even i f  I 
go in for a couple o f things (Respondent 11)”, and “I ’ve often changed
from basket to trolley so I  can buy more I  feel like I ’m saving for the
following week (Respondent 16) ”. “1 go straight to the promotions and 
hope my expensive cheeses are on offer! (Respondent 4) ”.
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4.4 Summary of Key Trends from Consumer Focus Groups
■ Consumers consider themselves to be very impulsive in the 
supermarket and are willing to purchase a new product in store 
to feed their curiosity levels and to compare with brands they 
normally purchase. Product placement is vital to ensure the 
sale of a new product. Consumers state that eye catching 
displays and brightly coloured promotional offers catch their 
eye, along with coupons/ introductory offers for the item, 
followed by being approached by sales assistants in store.
■ Due to budgetary constraints an increasing number of 
consumers seek bargains and offers while shopping in the 
supermarket. However good quality is just as important as 
value for money when purchasing a product. Women with 
families are the main consumers.
■ The in-store supermarket environment is crucial to retaining 
customer loyalty and the ambiance can extend consumer 
browsing time.
■ A consumer’s mood can have a strong inpact on inpulse 
buying in-store. A supermarket can accommodate those looking 
to improve their mood or reward positive feelings by clever 
positioning of newly introduced products. Also having 
welcoming and friendly sales assistants and a pleasant shopping 
environment can positively affect mood.
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4.5 Conclusion
This chapter provides a detailed insight into the factors affecting 
impulsive purchasing behaviour towards new products in grocery 
retailing. The data collected was used to analyse and discuss the various 
elements of the research objectives. It begins with illustrating consumer’s 
individual perceptions of inpulse buying and consequently their in store 
shopping behaviours. The chapter then brings forth the evaluation of the 
collected data through focus group, where an in-depth look into 
consumers thoughts on impulse buying, the attractiveness of new products 
and their willingness to buy on inpulse was researched. The interaction 
among consumer traits, supermarket atmosphere, and inpulse buying has 
been analysed and findings discussed, to bring forward the vital role that 
internal and external factors seem to play in moderating consumer impulse 
buying tendencies to new products in-store.
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5.0 Conclusions & Recommendations
5.1 Introduction
The concluding chapter of this research will call attention to the key 
empirical findings derived from the in-depth analysis and discussion 
presented in the previous chapter. It will then indicate the limitations of 
the study, signalling potential future research in the area. The aim of this 
study is to investigate the trigger factors that compel consumers to 
impulse purchase new grocery items when introduced in the grocery retail 
sector. While addressing the research in line with the following objectives 
a number of observations and recommendations can be made:
1) Identify the key trigger factors for impulse purchasing of new products 
in the Irish grocery sector. This is achieved by identifying and exploring 
consumer perceptions of impulse buying in a supermarket environment.
2) Develop a greater understanding of inpulse purchasing behaviours, in 
the category of new grocery product purchasing.
3) Through exploratory findings on the Irish grocery sector, propose a list 
specific to Irish grocery merchandisers, of factors triggering impulse 
purchasing of new grocery products.
4) Offer detailed recommendations to the SuperValu organisation, 
outlining the findings in relation to their specific consumer base as well as 
their in-store environment.
In this chapter the researcher will revisit the four objectives above, 
summarise the findings and draw conclusions based on the findings. 
Additional recommendations for retailers and probable future research 
recommendations follow.
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5.2 Conclusions
5.2.1 Key findings from SuperValu Consumers
The research study provides a new comprehension of the correlation 
between trigger factors and impulsive buying behaviour in the grocery 
retail environment in the observed location of the Northwest/ West 
Ireland. The research results expressed by respondent’s reveal that most 
trigger factors, both internal and external, to some extent induce shoppers 
to buy on inpulse.
Inpulse buying arises from desires that are spontaneous and unreflective 
of which the person did not consider why or what use the product must be 
bought (Rook & Fisher, 1995). It accounts for a large percentage of the 
purchases made in the grocery retail sector and occurs when a consumer 
acts upon an urge that is evoked by external stimuli.
The research conducted provides a great deal of narrative data, gives 
insights into consumers’ various grocery shopping behaviours, and is 
informative regarding issues such as personality traits, emotions or mood 
state and in-store shopping environment. ‘Grocery Shopping’ as the 
central issue of discussion is of interest to respondents, who showed 
enthusiasm in actively participating in it, and willingly shared ideas, 
during the conversation. Previously inpulse buying has been considered 
to be irrational (Rook and Fisher, 1995), ‘bad, immature’ (Ainslie, 1975), 
and Tow standard’ (Rook, 1987). While more recently, it is now perceived 
to be an intelligent way to shop (Wood, 2005). As respondents identify the 
need for best value for money, in the most convenient method, but not 
sacrificing quality, it is now considered a clever way of doing shopping.
With an increasing number of in-store decisions being made by consumers 
(Berrell, 1995), there has also been a great increase in the number of 
grocery purchases, both unplanned and on inpulse (Welles, 1986) in the 
supermarket. This is confirmed in the research findings. Many consumers 
are willing to purchase a new item, even if previously unconsidered and 
not needed at that particular point in time. There are a number of internal
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and external factors that can affect the impulsiveness of consumers 
(Wansink, 1994).
Findings identify four factors that increase impulse purchasing tendencies, 
with this being applicable to new products in the grocery retail sector. 
These factors may be classified into four categories, which are all 
inclusive of sub-factors within each.
These factors are:
> Consumer Characteristics
> Store Characteristics
> Situational Factors
> Product Characteristics
5.2.1.1 Consumer Characteristics
Consumer characteristics include any individual characteristic or trait that 
increases consumer’s propensity to be impulsive. These characteristics are 
inclusive of the consumer’s age, gender, culture, mood, shopping 
enjoyment, and impulsive buying tendency.
It is evident that personality traits play an important role in determining a 
consumers’ degree of impulsiveness in the supermarket environment. 
Lack of control is one of the most important factors that both, directly and 
indirectly, influence’s a consumer’s impulsive behaviour. Existing 
literature asserts that should a consumer act impulsively, it is because of 
their lack of control over one self (Vohs and Faber, 2003). However, this 
argument does not hold to be completely true in this research study. There
are a host of factors that influence consumers’ inpulse decisions, either
directly or indirectly. It is evident that most consumers buy more when 
they are in a good mood in the supermarket. Conversely, when in a 
stressed or sullen disposition they are not as attracted or influenced to buy, 
unless and until the influence or the desire for the grocery item is very 
strong. These feelings are a desired state by store managers as it is more 
likely to influence the customer to buy on impulse (Beatty & Ferrel, 
1998). However, research shows that grocery retail consumers act
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impulsively the majority of the time while in the supermarket. Consumers 
operate out of unconscious feelings and motivations (Masi, 2005), but to 
have an impulse, does not necessarily mean to act on it. Various external 
factors can intervene between the impetus and the action. Grocery retail 
environments or atmospherics have become a major factor in controlling 
the shopping behaviour of individuals (Bloch and Richins, 1983). 
Enjoying the shopping experience has become a key driver for consumers. 
Findings indicate that over half of consumers enjoy the task of grocery 
shopping. To make each shopping experience memorable and to put 
consumers at ease, the ambience, design, employee behaviour, crowd, 
price, product placement and sales promotion are all key agents. The in­
store music, attractive aromas, and lighting effects of supermarkets all 
have a significant impact on an individual’s mood (Lam, 2001). It can 
even help change the mood state and thereby affect in-store impulsive 
behaviour of consumers. The research indicates that consumers enjoy in­
store grocery environments with regards to lightipg, layout, etc. However, 
little thought and attention is paid to the in-store music, especially in the 
supermarket environment. Just over 77% of respondents are female, fitting 
into the 25-38 age brackets. From this figure the majority of these 
respondents identify their earnings to be between 15,000 euros and 35,000 
euros annually. These figures, along with findings showing that near 73% 
of respondents consider themselves to be impulsive shoppers in the 
grocery retail sector, identify the strong potential for impulse purchasing 
habits are strong and can be influenced in-store.
5.2.1.2 Store Characteristics
Store characteristics are inclusive of the store layout, the presence of 
salesperson, in-store atmospherics, and the store type.
As previously identified, consumers enjoyment of grocery shopping 
derives from the pleasant in-store environments with regards to lighting, 
store layout etc. However little thought and attention is paid to in-store 
music, especially in the supermarket environment. Consumers note that it 
is in-store scents such as bakery and deli counters, or in-store
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demonstrations, where the fragrant smells linger, which attract their 
attention. Consequently many agree they act on impulse here and purchase 
the specific bakery product. Overall, it was noted that over all a general 
and a neutral soothing shopping atmosphere is preferred by the grocery 
shoppers. The music should not be too loud, the fragrance should be very 
mild or neutral, and the lighting should be the supermarket design, layout, 
décor, and colour in the store are important elements that attract a 
consumer to a store and make them ‘browse’ longer (Beatty and Ferrell, 
1998). Consumers generally get irritated and stressed if the store is 
disorganized and if they have to do a lot of work to make a purchase. The 
décor and the colour within the supermarket can enliven consumers’ mood 
and make them feel better; apt for the supermarket environment, not too 
bright and not too dull. Consumers are very happy with the SuperValu 
colour scheme, stating it reflects “cleanliness” and a feeling of 
“richness”. Friendly, professionalism, approachability and courteous 
behaviour of employees, might or might not affect the impulsive buying 
behaviour of shoppers, but it definitely makes them feel better and 
enforces a revisit. However, if employees do not behave well and are rude, 
it may annoy consumers and direct them in the path of the supermarket 
competitors. The main external factors identified are factors like price and 
in store promotional activities and are important initiators of the impulse 
urge in consumers. These external stimuli are present in the store 
environment and are more likely to be encountered when a customer is 
spending more time in the store (Beatty & Ferrell, 1998). Consumers are 
attracted by low prices with a good level of quality and buy more or act 
more impulsively with respect to products that are low or reasonably 
priced. This is why consumers deem themselves more impulsive in the 
grocery sector than any other retail area. Sales promotions are a great 
method of attracting consumers to buy unplanned and impulsively, 
especially newly introduced products in-store, but findings also note that 
in-store special offer areas may deter consumers from seeing what’s on 
offer if too many people are in one area etc. A spread of sales promotions 
throughout the store is most beneficial to supermarket managers. When
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promoting new products so they will encourage consumers to purchase on 
impulse, it is vital to use techniques that increase the visibility and bring 
the customer closer to the product. Customers will be reminded of 
previously existing needs (Beatty & Ferrell, 1998; Stem, 1962). Product 
coupons and vouchers are a big incentive to consumers “ everyone loves a 
bargain” and the positioning of the product, be it at eye level on the shelf 
or a point of purchase, can all encourage impulsive behaviours amongst 
consumers in store. Findings also note that although consumers state they 
have little impact, in-store demonstrations are an encouraging method of 
increasing impulsive behaviours. Consumers note that this method has 
decreased over time and should be offered to evening shoppers as well. 
With strong in-store promotional activity and providing and attractive 
store environment, many consumers are willing and curious to try and buy 
a new product when it attracts their attentioa Using the appropriate 
promotional techniques to the correct target market of customers, with 
certain traits, the amount of impulse purchases can be increased 
significantly and the in store sales figures can also be increased.
5.2.1.3 Situational Factors
Situational factor refer to the environmental and personal factors that are 
present when the consumer makes the impulse purchase in the grocery 
store (Dholakia, 2000). These include aspects such as time available, 
money available, the presence of others, and in-store browsing.
Findings indicate that when consumers enjoy the supermarket 
environment, they tend to browse more, resulting in a greater ability and 
temptation to act impulsively. The time a consumer has for grocery 
shopping determines whether they will be impulsive in-store. The more 
time an individual has, the longer time he or she will spend browsing the 
shopping environment (Beatty and Ferrell, 1998). Over half of 
respondents state they are not restricted on time whilst grocery shopping, 
thus providing managers with an opportunity to encourage further inpulse 
buying for new products in the grocery retail sector. The research analysis 
also shows that too many people in a supermarket can both attract and
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discourage consumers. If the supermarket has too many people, the 
findings of this study indicates that it would discourage people from 
shopping. However, further insights from consumers stat this would not 
damage the loyalty to the supermarket chain in the short term as they 
would simply come back another time at a time they perceive to be 
quieter. However, others highlight the point that a crowded supermarket 
with too many people means, long queues at the cash registers untidy 
arrangements, and congestion created by other shoppers or in store staff, 
and there would repel consumers from shopping in-store and decrease 
their impulsive buy at the given time.
Although tougher economic climates have restricted many consumers 
spending habits, impulse purchasing tendencies, especially regarding new 
products, are strong amongst consumers in the supermarket environment 
due to the many in- store stimuli that motivate and encourage consumers 
to spend frivolously.
5.1.2.4 Product Characteristics
Certain products are bought more impulsively than others. The likelihood 
that a product will be purchased on an impulse depends on the product 
category and the product price. The effects of in-store promotional 
activities are bigger when the promoted product is an item on a smaller 
scale. Since inpulse buying is highly correlated with the ease of purchase, 
the product promoted has to be easy to transport and store so this will not 
be an obstacle for the customer to buy (Stern, 1962; Bell et al., 1999) thus 
showing the grocery retail environment to be the perfect setting for high 
impulsive levels amongst its consumers.
As research and findings have previously stated, consumer impulse 
purchasing tendencies occur as a result of both internal and external 
factors. The above factors combined reveal the trigger factors of inpulse 
purchasing of new products in the grocery retail sector. These trigger 
factors should be implemented in a strategy to increase sales of new 
products in the grocery retail environment, as well as by merchandisers
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and store managers in additional retail sectors . Considering these trigger 
factors, Kim’s (2003) Impulse Buying Model, as identified in chapter two, 
can now be modified by replacing the standard ‘internal’ and ‘external’ 
cues/ stimuli with these new influencing factors. These four factors are 
the new trigger factors of impulse purchasing of new products in the 
grocery retail market. Figure 5.1 illustrates an amended model of the 
‘Impulse Buying Process’.
Figure 5.1 New Impulse Buying Process
Situational Product
Factors Characteristics
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5.3 Recommendations for SuperValu Retailers
Lewis (1993) notes, “What makes your store a profit powerhouse is the 
extent to which it sells each customer something he or she did not intend 
to buy while making the planned purchase”. With high levels of 
unplanned and impulse purchases in the grocery retail sector, it is very 
important for the SuperValu managers to have an idea o f the different 
factors that influence consumers to behave in an unplanned and impulsive 
manner. This research offers an insight into the several factors o f impulse 
buying o f new products in-store, and highlights the interaction between 
the external in-store factors and the consumers’ internal factors.
■ SuperValu supermarkets need to keep up with consumers ever 
changing shopping habits and requirements. Management must keep a 
closer, day to day relationship with consumers. This will provide 
SuperValu with the advantage of attending to consumers’ needs and 
creating and maintaining customer retention
■ Due to the economic downturn, SuperValu needs to draw consumers 
away from the discount grocery retailers such as Aldi and Lidl, who are 
currently holding 13% of the total supermarket retail sector. SuperValu 
retailers need to expose the benefits o f shopping with an Irish 
supermarket, by maintaining an attractive in- store environment and clever 
promotional tools. Distribution of leaflets to consumers’ homes detailing 
in-store promotions on a weekly basis along with money off coupons will 
introduce more consumers to the store and convert them into loyal 
shoppers in the supermarket. With this customer loyalty, in store 
techniques to encourage impulse buying o f new products can be built oa
■ The research identifies consumers enjoy the grocery shopping 
experience. SuperValu should continue to create an environment where 
the consumer can ‘off load’ their negative emotions when they walk in the 
door, increase the feel good factor o f consumers, and enjoy the overall 
shopping experience. These consumer traits can be used to the 
supermarkets advantage, with the help o f the in-store atmosphere.
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■ Promotional activities encourage consumers to act impulsively. Items 
located at eye level on shelf levels gain consumers initial attention, along 
with brightly coloured posters and stickers promoting offers. With regards 
to new products in-store, consumers are encouraged to look at items 
placed on their own stands or located at the end o f the aisle. With regards 
to product placement, items located on special offer shelves at cash 
registers receive much
attention. Items such as cereal, shampoo/ conditioner, and indulgent 
products are mostly inpulse purchased by consumers.
■ In-store music did not gather much attention or consideration in the 
research findings. A lack of music was observed by consumers. This 
should be addressed, and in store music should not be too loud, and the 
choice of music to reflect the target segment. The introduction or 
emphasis on in-store music can potentially have an impact on consumer 
sales figures. Furthermore, research shows consumers do not prefer a 
strong smell in the grocery environment. SuperValu retailers should 
continue to provide a mild or a homely smell in the supermarket, through 
bakery, deli and in-store demonstration aromas. These scents encourage 
consumers to act impulsively whilst grocery shopping. The lighting 
effects o f the supermarket are very important, and it should be bright 
enough to make the new products stand out properly and be visible to the 
consumer. Although it is very difficult to maintain an ambience to match 
the tastes and likings of every consumer, SuperValu retailers need to 
always be aware of their market segment and cater to the needs o f the 
defined area. Findings identify that females in the 25-38 age brackets, and 
with families are the main SuperValu consumers.
■ With regards to the design of the store, SuperValu retailers also need to 
ensure the supermarket is always clean and tidy to encourage consumers 
to browse. Consumers identify that they like the SuperValu store design 
and its colour scheme is deemed as “Hygienic” and associated with 
“Richness”. This standard should be maintained in all SuperValu 
supermarkets. The supermarket should be spacious giving consumers 
enough space to move around. Should employees need to stack shelves,
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obstacles should not be created for the consumers in each aisle. It is 
recommended that stocking of shelves should be completed at night, or at 
quiet periods, as not to cause obstructions for consumers in the aisles.
■ Employees of SuperValu supermarkets are deemed to be helpful, 
polite, friendly and act in a professional manner. Employees should 
continue to act in this manner, and ensure all new employees maintain 
these professional and approachable levels. Employees should also be 
available to consumers when needed and always act in the most helpful 
and pleasant way.
■ A lack o f in-store demonstrations is evident in SuperValu 
supermarkets. It is recommended that an increase in in-store promotions is 
held at various periods, as well as the evening period to attract after work 
consumers. This is an attractive method o f increasing sales o f new 
products in-store and increasing sales revenue.
■ SuperValu supermarkets should continue to provide consumers with 
free parking while they conduct their grocery shopping. This is an 
attractive aspect o f shopping at SuperValu retail stores.
■ Impulse purchases made by consumer’s in-store provide the retailer 
with attractive sales margins, therefore making them a big priority. By 
focusing on implementing the key trigger factors that encourage and 
compel the consumer to inpulse buying o f new products, as well as 
attractive products in- store, will strongly benefit the SuperValu retailers.
5.4 Limitations and Further Scope for Research
■ The interpretive approach to the research has limitations, and in spite 
of the attempts made to reduce them by the techniques mentioned in 
Chapter 3, it was not possible to completely eliminate the 
deficiencies in the research study. Understanding consumer 
behaviour is a complicated and complex task and was a challenge to 
the researcher. It is felt that the respondents might not have been 
completely honest with their behaviours and feelings, as they might 
be uncomfortable discussing their shopping experiences and
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impulsive tendencies when placed in with a group. The research 
methodology is based on the assumption that it is possible to 
investigate areas of the social sciences by asking people to talk, to 
gather or construct knowledge by listening to and interpreting what 
they, the consumers, say and to how they say it (Mason, 2002). 
However, a number of scholars have challenged the use o f language 
to accurately convey the underlying emotions and perceptions of 
those involved. The participants may have been unable to 
communicate what they actually feel and experience due to 
underlying levels o f embarrassment or shame with regards to their 
impulse buying behaviours in the supermarket, making the analysis 
of the data generated is incomplete. In spite o f this, considering the 
research objectives, time and resource constraints, and the chosen 
methods o f data collection was considered appropriate in spite o f the 
above limitation.
Moreover, the research sample was restricted to grocery shopping 
impulsive behaviours and was limited to the West and North West of 
Ireland. Thus, the findings of this research cannot be generalised to other 
retail sectors without further inquiry. However, this should not be 
considered to be a weakness of this study, as the research intends to 
provide a localised, in-depth understanding o f the phenomenon, and seeks 
to be general with respect to theory, and not to population (Yin, 1994). 
Though specific to a particular sector, the current research study provides 
a valuable insight into the phenomenon o f inpulse buying o f new 
products and signals avenues of further research in this sphere of 
consumer behaviour.
Through this study the researcher has established a number o f key areas 
where future research may be valid:
■ Due to the time and monetary constraints experienced by the 
researcher, it would be advisable to conduct the study on a national scale 
incorporating all SuperValu stores in Ireland. Although, SuperValu 
Ireland was interested in the research study, the logistics to gather data on
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all stores was not possible (See Appendix G). By conducting this research 
it would establish an overview for head office o f the main trigger factors 
of impulse buying of new products and the techniques could be set in 
place nationally.
■ Given the duration of the study, the probing o f impulse purchasing of 
new products in the grocery retail sector could take place once removed 
from the recessionary environment. This would allow a comparison o f the 
impact o f the recession has on consumer’s impulse buying tendencies 
where price and quality are highly important to that o f consumers not 
affected by the economic downturn. It would determine the trigger factors 
that are most beneficial to the retailer at the given time.
■ Due to the increase buying tendencies o f online shopping, especially in 
the grocery retail sector, an in depth study on consumers impulsive 
behaviours whilst grocery shopping is considered necessary. This further 
study would determine if  the trigger factors established for the in store 
environment would remain the same or if  consumers are greatly affected 
by the removal of the touch/smell factors etc.
■ An additional study could be conducted to compare and contrast the 
chosen supermarket environment with that o f a discounter leading 
supermarket retail chain to gain a strong overview o f impulse buying of 
newly introduced products throughout the supermarket retail sector. No 
discounter supermarkets were willing to participate on this occasion (See 
Appendix H) .It could establish whether the discounter supermarket chain 
or the leading supermarket chains are most favourable by the consumer.
■ Due to the nature o f the research, a case study on a particular newly 
introduced product into the grocery retail sector could be conducted. This 
specific research methodology would allow the research to track the 
impact o f various factors in the supermarket environment and gain a
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strong indication on a selected number o f variables that are considered to 
encourage and promote inpulse buying with in the sector; hypotheses can 
be set and tested.
■ Further study can be conducted on age or gender specific. When these 
factors and their relationship with impulse buying are further investigated 
supermarket managers can better select their target groups and match the 
promotional techniques used better to these groups within the store 
environment.
5.5 Final Conclusion
Inpulse purchasing, of new items in the grocery retail sector, does not 
match with rational decision making model o f a consumer: when need 
emerges, a consumer buys impulsively and does not search for 
alternatives. Various trigger factors such as consumer characteristics, store 
characteristics, situational factors, and product characteristics have strong 
influence on consumer’s impulse purchasing behaviour. Previous research 
has identified that the main factor of inpulse purchasing o f products in the 
grocery environment is price. However, this study identifies that it is in 
fact price, along with quality o f the product that encourages consumers to 
inpulse purchase new grocery products. Impulse buying in the grocery 
retail sector brings increased revenues to retailers. In perspective of 
consumers, impulse buying in the supermarket does not have long term 
negative aspects associated with it, because consumers have the 
purchasing power and can spend their money according to their wish. 
Although just over half of the consumers state they feel levels o f regret 
once they inpulse purchase whilst grocery shopping, this feeling does not 
linger due to the low involvement product purchased. Long term post 
purchase dissonance should not occur as a result o f impulse purchase. The 
final concluding note from this research study identifies findings suggest 
that consumers in the grocery retail sector are deemed to be extremely 
impulsive when it comes to their grocery shopping, and interested and
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Appendices
Appendix A : List of Authors of Impulse Buying 1950-2011
|  Author Year Contribution
Clover 1950 One o f the first authors to 
study inpulse buying and 
noted the some product 
categories are sold more on 
impulse.
Stem 1962 Impulse buying behaviour is 
classified as planned, 
unplanned, or inpulse, also 
suggested that some product 
related factors may predict 
impulse buying.
Kollat and Willett 1967 Stated that a consumer’s 
characteristics and 
demographics influence their 
impulse purchases.
Weinberg and Gottwald 1982 Highlights that inpulse 
buyers portray greater 
emotions such as joy delight 
and enthusiasm compared to 
that o f planned buyers.
Rook and Hoch 1985 Argues that impulsive 
consumers enjoy shopping 
and the inpulse is a result 
from the consumer’s 
perception which is 
influenced by the 
environmental stimulus.
Rook 1987 Introduced the idea o f  
consumer impulsiveness as 
being part o f the individual’s 
lifestyle, which is linked to 
materialism, sensation 
seeking as well as 
recreational elements o f 
shopping.
Iyer 1989 Offered a description o f  
impulse buying to be a case
of unplanned purchasing.
Abratt and Goodey 1990 Identified that it is in store 
stimuli such as point of 
purchase posters that increase 
inpulse buying behaviour.
Han etal. 1991 One o f the first theorists to 
introduce the concept of 
fashion orientated inpulse 
buying o f new fashion 
products.
Piron 1991 Impulse buying is defined 
based on four criteria. 
Impulse purchases are 
unplanned, decided upon ‘on 
the spot’, come from a 
reaction to stimulus and 
involve with an emotional or 
cognitive reaction, or both.
Hoch and Loewenstein 1991 Notes that it is the individual 
and not the product that 
experiences the urge to 
purchase on inpulse. Loss o f  
self-control may occur.
Rook and Gardner 1993 Defined inpulse buying as 
unplanned that is 
characterised by rapid 
decision making, and a 
subjective bias which is in 
favour o f immediate 
possession
Rook and Fisher 1995 Impulsiveness is now 
introduced as a personality 
trait. It is defined as 
consumer’s tendency to buy 
spontaneously and 
immediately.
Dittmar et.al, 1995 States that gender influences 
impulsive buying and the 
purchase o f a product could 
be motivated by the self- 
concept.
Beatty and Ferrell 1998 Defined impulse buying as 
sudden and immediate with 
no pre shopping intentions 
either to buy a certain 
product category or to fulfil a 
specific purchasing task.
Wood 1998 It is the socio economic 
factor of individuals such as 
low levels o f income 
indulges into impulse buying.
Bayley and Nancarrow 1998 Identifies impulse buying to 
be a complex process and it 
is the rapid decision process 
whilst shopping that prevents 
deliberate consideration of 
the alternative information 
and options.
Hausmann 2 0 0 0 Noted that the shopping 
experience may encourage 
emotions such as feelings or 
being energized or being 
uplifted. Consumers shop to 
satisfy their different needs.
Youn and Faber 2 0 0 0 States that it is both positive 
and negative feelings are 
motivators for impulse 
buying.
Kacen and Lee 2 0 0 2 Cultural forces can inpact 
inpulse purchasing levels o f  
individuals. Individuals 
having independent self- 
concept engage more in 
inpulse buying.
Zhou and Wong 2003 Point o f Purchase in the retail 
store environment could 
affect inpulse buying 
behaviours.
Jones et, al. 2003 Empirically tested that 
product specific inpulse 
purchasing is greatly affected 
by product involvement and 
it is a very important facto
x ii
supporting impulse buying 
tendencies.
Luo 2005 Found that the presence of 
peers increases the urge to 
purchase. In contrast to this 
the presence of family 
members decreases it 
inpulse buying tendencies.
Verplanken et. al, 2005 Indicates that negative rather 
than positive affect is a 
driving force behind impulse 
buying. The impulse buying 
behaviour could result in 
curing an individual’s state 
of mind.
Park et.al, 2006 Looked at the fashion and 
hedonic elements o f inpulse 
buying. Hedonic 
consumption has an indirect 
effect on fashion oriented 
inpulse buying.
Peck and Childers 2006 Touch increases inpulse 
buying as a result o f the 
distance between the product 
and consumer decreases. 
Also identifies that 
packaging and displays in 
store encourage product 
touch and potentially 
increases inpulse 
purchasing.
Mattila and Wirtz 2008 Found that store 
environmental stimuli such 
as social factors have a 
positive effect on impulse 
buying behaviour.
Silvera and Kim 2009 Studied the affective- 
cognitive aspects and found a 
relationship exists between 
an individual’s affective and 
cognitive state and their 
online impulse buying 
behaviour.
x iii
Harmancioglu et. al, 2009 One o f the first theorist’s to 
study impulse buying of new 
products
Yu and Bastin 2 0 1 0 Found that it is the hedonic 
shopping value of a 
consumer that leads to 
inpulse purchases being 
made and are inextricably 
related to one another.
Sharma et. al, 2 0 1 0 Studied the variety seeking 
behaviour o f inpulse 
purchasing. It is thought that 
variety seeking individuals 
are more prone to purchasing 
on inpulse.
Chang et.al, 2 0 1 1 Identified that the positive 
emotional responses of 
consumers to the shopping 
retail environment results in 
impulsive purchases being 
made.
x iv
Appendix B: Pilot Consumer Questionnaire
Question 1
‘In vo lvem en t’ is con sid ered  with the perceived im p ortan ce o f  th e p urchase to th e consum er.
P lease num ber where you w ould place yourself to your grocery shopping. W ith 1 having little  thought or 
decision making tendencies and 7 having greater thought and com plex decisions being made.
□
Question 2
Identify  w hich  on e o f  th e fo llow in g  best describes th e underlying process o f  y o u r  average  
grocery sh op p in g  trip.
P lease choose only one.
Limited ( Little decision making occurs)
□  Inertia ( R e p e t i t i v e  p u r c h a s in g  o f  th e  s a m e  b ra n d )  
n  Habit ( P u r c h a s e s  m a d e  w i th  l i t t l e  d e l ib e r a t io n  )
Question 3
W hen grocery  sh op p in g , do you  tend to m ake im p u lsive purchases?
□  Yes
■  No
f*l Don’t Know
P lease state th e frequency o f  y o u r  Im pulse P urch asin g  (O nly  S elect O ne)
Always w Very Often Sometimes m Rarely XT Never
x v
As a con su m er, w hich o f th e  fo llow in g ‘Types o f  Im pulse B u y in g’ best describes y o u r  b eh av iou r  
w hen grocery sh op p in g?
I 1 Im p u lse B u yer (You completelybreakyournormalbuyingpatternandpurchasesomethingnewor 
an item previously not considered)
Q  Rem inder Im pulse Buyer (The shopper recalls an advert etc., and remembers stock o f  e.g. Cereal is 
low at home.
I Suggestive Im pulse Buyer (Consumer sees a new product in store and sees a need fo r  it)
\ P lanned Im pulse Buyer (Consumer’s purchase decision making is based on in store price, special 
offers. coupons etc.)
Question 4
Question 5
In relation  to  grocery  sh op p in g , to  w hat extent to you  A gree o r  D isagree w ith  each  o f  the 
fo llow in g  statem ents?
Strongly
Agree
Agree Undecided Disagree Strongly
Disagree
1 only buy item s 1 have intended to buy
Most of my grocery purchases are 
planned in advance
1 often purchase grocery items without 
thinking
'Buy Now, Think later' describes me 
best
Sometimes 1 buy on the spur o fth e  
moment
If 1 see something 1 want, 1 purchase 
immediately
It's a struggle to  leave something new 
and nice in theshop
Question 6
Im pu lse b u y in g  ten d en cies are unique to each individual. P lease A nsw er Yes o r  N o to the 
fo llow in g  q u estion s.
Yes No
Do you tend to  impulse purchase o r rew ard yourself w hen your m ood is high?
Do you enjoy grocery shopping?
Do you use a shopping list w hen grocery shopping?
Do you tend to  deviate fro m  your shopping list?
W ould you purchase a new  item  in store, just to  try?
xv i
Question 7
Please answer Yes/No in relation to grocery shopping in a supermarket.
Yes No
W ould you sample a product in store if approached by a sales representative?
W ould you consider your impulse buying habits to  be g rea ter w hen grocery shopping, 
com pared to  o ther types o f shopping e.g. shoe shopping?
Question 8
P lease an sw er Y es/N o in relation  to you r ow n grocery sh op p in g  h abits.
Yes No
W hen grocery shopping, are you usually restricted on tim e?
If you w an ted  to purchase an item  which was previously unconsidered, w ould  you use 
your credit card?
If  grocery shopping w ith  fam ily /friends would this prevent you fro m  being an  
impulsive shopper?
If grocery shopping w ith  fam ily /friends, would their shopping habits influence you to  
purchase simila r items?
Do you tend  to  browse w hen grocery shopping?
Question 9
P lease answ er Y es/N o  in relation  to you r grocery sh o p p in g  ten dencies.
Yes No
W hen purchasing a new product, do you generally purchase fo r  its functionality?
W hen purchasing a new  product, w ould you purchase because it's new , exciting, 
evokes a happy m em o ry  etc.?
Do your impulse purchase tendencies increase when sales are taking place?
Do your impulse purchase tendencies increase when products are  on 'Special o ffe r', 
accom panied w ith  a fre e  gift etc.?
Do your impulse purchasing tendencies increase w hen th e  item  is cheap?
Do your impulse purchasing tendencies increase w hen th e  item  has short life e.g. 
dairy products?
W hen grocery shopping, do you usually purchase the sam e product brands (e.g drinks 
, confectionary)?
W ould  you be w illing to  purchase a new  similar item  if introduced onto  the m arket?
If answered 'Yes' to the very last question, what would make you purchase a new product?
P lease R ank  th e b elow  in ord er which w ould  encourage you  to purchase an item . (1 is ‘M o st  
en cou rag in g ’, 9 is ‘least en cou rag in g’) P lease p lace a d ifferent value fo r  each  o p tio n .
Low price o f item
Special O ffe r (Buy one get one free /  half o ff  etc .)
Free g ift w ith  product
Coupons/ prom otional leaflets both In store and outside the store (newspapers etc.) 
In s to re  reminders e.g. in store radio reminders.
Shelf p lacem ent o f products e.g. eyelevel, higher level etc.
In store displays 
In store dem onstrations
Point o f purchase (End o f superm arket aisle, approaching the checkout)
Question 10
A number of promotional activities can encourage a consumer to impulse purchase.
Question 11
In store p ro m o tio n s can  attract a con su m er to purchase p rod ucts. To w hat ex ten t do y o u  agree  
o r  d isagree w ith  the fo llow in g  statem ents?
Strongly
Agree
Agree Undecided Disagree Strongly
Disagree
Promotional stands attract my attention & 
encourage m e to  see what's on offer
Brightly coloured posters, stickers etc. grab my 
attention
Items located at eye level or above grab my 
attention first
Promotional coupons etc. encourage me to buy an 
item
QuestiQ.nl 2
In relation  to th e  la y o u t and superm arket en vironm en t, to w hat extent do you  A gree o r  
D isagree w ith the fo llow in g  statem ents?
Strongly
Agree
Agree Undecided Disagree Strongly
Disagree
1 feel comfortable shopping in store
1 like the overall store design
Products are located in clearly defined sections
The store environment is welcoming & bright
In store lighti ng compliments product displays
The supermarket shelves are well stocked
The colour sch erne was complimentary
The store was clean
Browsing in store is a pleasant experience
In store music mademyshoppingexperience 
relaxing
When walking throughout the store 1 often 
purchase as a result of tem ptation
In store scents e.g. Bakery, encourage me to 
purchase additional items not previously 
considered
Question 13
W ith regards to  the sales assistants in the superm arket, to w hat ex ten t do you  A gree/D isagree to 
each o f  th e fo llow in g  statem ents?
Strongly
Agree
Agree Undecided Disagree Strongly
Disagree
Sales Assistantsare helpful
Sales Assistantsare friendly
Sales Assistantsacted in a professional 
manner
Sales Assistantsare polite and 
approachable
Question 14
I f  the superm arket was crow ded, w ould  this d iscou rage you  from  d o in g  y o u r  grocery sh opp in g?
0  Yes 
■  No
xlx
W hen you  p urchase an item  on  im pulse, do you  usually  feel regret on ce  you  return h om e?
□  Yes 
!.. No
Question 15
Question 16
D o you  use a cred it card?
j " l  Yes 
■  No
I f  answered ‘Yes’ to the above question, haveyou been enticed to use your credit card to impulse buy 
in the past?
P I  Yes
□  No
Question 17
H ave y o u  b eco m e m ore  b ud get con sc iou s since the start o f  the eco n o m ic  dow nturn  in 2008?  
U  Yes 
□  No
Question 18
D o you  use a sh op p in g  lis t  w hen grocery sh opping? P lease se lect o n e  o p tio n .
Always P I  | Very O ften  Sometimes C T  Rarely l"T N ever z m
I f  y o u  a use a sh op p in g  list, do you  find  you  o ften  purchase ad d ition a l item s when  
grocery sh op p in g?
P lease exp lain  w hat cau ses this:
xx
Question 19
How often do you go grocery shopping or find yourself in a supermarket?
□ M o re  than  once a w eek
□ Once a w eek
□ Once every tw o  weeks
□ Once a month
□ O ther
If 'O th e r ', please state frequency:
Question 20
P lease state y o u r  gen d er
Q  M ale  
D  Female
Question 21
W hat is you r age range?
□  18-24
□  25-30
E l  3 1 - 3 9
□  39-45 
O  45+
W hich o f th e  fo llow in g  best describes you r em p loym ent status?  
CU Full T im e Employed  
CD Part Tim e Employed 
O  Self Employed  
f~l Student
O  O ther. Please sp ec ify________________________
Question 23
P lease id en tify  y o u r  average annual incom e?
□  €0-€15,000
□  €15,001 -€ 25,000
□  €25,001 -€ 35,000
□  €35,000 +
Question 22
Thank you for participating in this questionnaire. Assistance is greatly appreciated.
As previously stated, all information will only be used for the research taking place and not passed on to third parties.
Appendix C: Consumer Final Questionnaire
Question 1
‘In v o lv em en t’ is con sid ered  w ith the perceived im p ortan ce o f  the purchase to the consum er.
P lease circle w here y ou  w ou ld  con sid er y o u r  im pu lsive ten dencies in  relation  to y o u r  grocery  
sh op p in g . W ith 1 having little  th ou gh t o r  decision  m akin g ten dencies and 7 h aving  greater  
th ou gh t and com p lex  d ecision s being m ade.
4  >
1 2 3 4  5 6 7
Question 2
Id en tify  w hich  o n e  o f  th e fo llow in g  best describes th e u nd erly in g  p rocess o f  y o u r  average  
grocery sh op p in g  trip.
P lease choose only one.
Limited (Introduction of a new product can lead to you purchasing to try. Little decision making 
occurs)
Inertia (Repetitive purchasing of the same brand to avoid decision making)
Habit (Purchases made with little deliberation due to past satisfaction and commitment to the brand) 
Question 3
W hen grocery sh op p in g , do y ou  tend to m ake im pu lsive purchases?
D  Yes 
□  No
I I Don’t Know 
P lease state th e frequency o f  y o u r  Im pulse Purchasing (O n ly  S elect O ne)
Always u Very Often Sometimes Rarely 1—J Never u
xxiii
A s a con su m er, w hich o f th e  fo llow in g ‘Types o f  Im pulse B u y in g ’ b est describes y o u r  b eh av iou r  
w hen grocery sh opp in g?
Im p u lse B u yer (You completely breakyour normal buying pattern and purchase something new or 
an item previously not considered)
Rem inder Im pulse Buyer (The shopper recalls an advert etc., and remembers stock o f  e.g. Cereal is 
low at home.
'• J Suggestive Im pulse Buyer (Consumer sees a new product in store and sees a need fo r  it)
Planned Im pulse Buyer (Consumer’s purchase decision making is based on in store price, special 
offers, coupons etc.)
Question 4
Question 5
In relation  to grocery sh op p in g , to w hat extent to you  A gree o r  D isagree w ith each  o f  the  
fo llow in g  statem en ts?
Strongly
Agree
Agree Undecided Disagree Strongly
Disagree
1 only buy items 1 have intended to buy
M ost of my grocery purchases are 
planned in advance
1 often purchase grocery items w ithout 
thinking
'Buy Now, Think later' describes me 
best
Sometimes 1 buy on the spur o fth e  
moment
If 1 see something 1 w ant, 1 purchase 
immediately
It's a struggle to  leave something new 
and nice in the shop
Question 6
Im pulse b u y in g  ten d en cies are unique to each individual. P lease A nsw er Y es o r  N o to  the  
fo llow in g  q u estion s.
1 Yes No
Do you tend  to  impulse purchase o r rew ard yourself w hen your m ood is high?
Do you enjoy grocery shopping?
Do you use a shopping list w hen grocery shopping?
Do you tend to  deviate fro m  your shopping list?
W ould  you purchase a new  item  in store, just to  try?
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Question 7
Please answer Yes/No in relation to grocery shopping in a supermarket.
Yes No
W ould  you sample a product in store If approached by a sales representative?
W ould  you consider your impulse buying habits to  be g reater w hen grocery shopping, 
com pared to  o th er types o f shopping e.g. shoe shopping?
Question 8
Please answer Yes/No in relation to your own grocery shopping habits.
Yes No
W hen grocery shopping, are you usually restricted on tim e?
Do you find you purchase additional items whilst shopping w hen hungry?
If you w an ted  to  purchase an item  which w as previously unconsidered, w ould  you use 
your credit card?
If grocery shopping w ith  fam ily /friends would this prevent you fro m  being an 
impulsive shopper?
If  grocery shopping w ith  fam ily /friends, w ould their shopping habits influence you to  
purchase sim ilar items?
Do you tend  to browse w hen grocery shopping?
Question 9
P lease answ er Y es/N o in relation  to you r grocery sh op p in g  ten dencies.
Yes No
W hen purchasing a new  product, do you generally purchase fo r  its functionality?
W hen purchasing a new  product, would you purchase because it's new , exciting, 
evokes a happy m em ory etc.?
Do your impulse purchase tendencies increase when sales are taking place?
Do your impulse purchase tendencies increase when products are on 'Special o ffe r', 
accom panied w ith  a free  gift etc.?
Do your impulse purchasing tendencies increase when th e  item  is cheap?
Do your impulse purchasing tendencies increase when the item  has short life e.g. 
dairy products?
W hen grocery shopping, do you usually purchase the same product brands (e.g drinks 
, confectionary)?
W ould you be willing to  purchase a new sim ilar item  if introduced onto  the m arket?
If answered 'Yes' to the very last question, what would make you purchase a new product?
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P lease R an k  the b elo w  in order which w ould encourage you  to p urchase an item . (1 is ‘M ost  
en cou rag in g ’, 9 is ‘least en cou rag in g’) P lease place a d ifferen t va lu e fo r  each  op tion .
Low price o f item
Special O ffe r (Buy one get one free /  half o ff  etc .)
□  Free g ift w ith  product
□  Coupons/ prom otional leaflets both in store and outside the store (newspapers etc.)
[___ ] ln store reminders e.g. in store radio reminders.
□  Shelf p lacem ent o f products e.g. eyelevel, higher level etc.
□  In store displays
In store dem onstrations
□  Point o f purchase (End o f superm arket aisle, approaching the checkout)
Question 10
A number of promotional activities can encourage a consumer to impulse purchase.
Question 11
In store p ro m o tio n s can  attract a con su m er to purchase p rod u cts. To w hat ex ten t do you  agree 
o r  d isagree w ith th e fo llow in g  statem ents?
Strongly
Agree
Agree Undecided Disagree Strongly
Disagree
Promotional stands attract my attention & 
encourage m e to see what's on offer
Brightly coloured posters, stickers etc. grab my 
attention
Items located at eye level or above grab my 
attention first
Promotional coupons etc. encourage m e to  buy an 
item
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Question 12
In relation  to  the layou t and superm arket environm ent, to w hat extent do you  A gree or  
D isagree with th e fo llow in g  statem ents?
Strongly
Agree
Agree Undecided Disagree Strongly
Disagree
1 feel comfortable shopping in store
1 likethe overall store design
Products are located in clearly defined sections
The store environment is welcoming & bright
In store lightingcompliments product displays
The supermarket shelves are well stocked
The colour scheme was complimentary
The store was clean
Browsing in store is a pleasant experience
In store music made my shoppingexperience 
relaxing
When walking throughout the store 1 often 
purchase as a result of tem ptation
In store scents e.g. Bakery, encourage me to 
purchase additional items not previously 
considered
Question 13
W ith regards to the sales assistants in  th e superm arket, to w hat ex ten t do y o u  A gree/D isagree to  
each  o f  the fo llow in g  statem ents?
Strongly
Agree
Agree Undecided Disagree Strongly
Disagree
Sales Assistants are helpful
Sales Assistants are friendly
Sales Assistants acted in a professional 
manner
Sales Assistants are polite and 
approachable
Question 14
I f  the superm ark et w as crow ded, w ould  this d iscourage you  from  d o in g  y o u r  grocery sh op p in g?
□  Yes
□  No
X X V Ü
W hen you  p urch ase an item  on  im pulse, do you  usually  feel regret on ce  you  return hom e?
□  Yes 
No
Question 15
Question 16
D o you  use a cred it card?
□  Yes 
No
 ^ I f  answered ‘Yes’ to the above question, haveyou been enticed to use your credit card to impulse buy 
in the past?
□  Yes 
No
Question 17
H ave you  b eco m e m ore b ud get con sc iou s since the start o f  the eco n o m ic  dow nturn  in 2008?
!.. ! Yes 
No
Question 18
D o you  use a sh o p p in g  list w hen grocery sh opping? P lease select O n e o p tio n
Always O  Very O ften  I I Sometimes L J  Rarely D Never TT
~ ^  I f  you  a use a sh op p in g  list, do you  find you  o ften  purchase a d d ition a l item s when  
grocery sh op p in g?
P lease exp la in  w hat cau ses this:
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Question 19
How often do you go grocery shopping or find yourself in a supermarket?
□ M o re  than once a w eek
□ Once a w eek
□ Once every tw o  weeks
□ Once a m onth
□ O ther
If 'O th e r', please state frequency:
Question 20
P lease state y o u r  gen d er
M ale
Female
Question 21
W h at is y o u r  age range?
□ 18-24
□ 25-30
□ 31-38
□ 39-45
□ 45+
W hich o f  th e fo llow in g  best describes you r em p loym en t status?
□  Full Tim e Employed  
Part Tim e Employed  
CD Self Employed  
CD Student
CD Other. Please sp ec ify________________________
Question 23
P lease id en tify  y o u r  average annual in com e?
□  €0-€ 15,000
□  €15,001 -€ 25,000
□  €25,001 -€ 35,000
□  €35,001 +
Thank you for participating in this questionnaire. Assistance is greatly appreciated.
As previously stated, all information will only be used for the research taking place and not passed on to third parties.
Question 22
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Appendix D: Focus Group Questions: Impulse Buying in the Grocery Retail Sector.
The below questions are guidelines for the researcher to ensure the relevant areas are
covered during the discussion.
1. Do you like grocery shopping?
2. Who is the person responsible in the household for conducting the grocery 
shopping?
3. How often do you go grocery shopping?
4. Has the recession affected your spending in the grocery sector over the past
number of years? If so, what changes have you made?• «
5. Do you use a shopping list when groceiy shopping? If so do you stick to it? If not 
why not?
6. What makes you chose this supermarket over its competitors?
7. Do you use a shopping trolley or a basket when shopping? Tell me why.
8. When you use a shopping trolley do you find you pick up more additional items 
than previously unconsidered? Why do you think this is?
9. What does impulse buying mean to you?
10. Do you consider yourself to be an impulse buyer? What sector would you say 
you are most impulsive in?
11. What makes you chose this supermarket over its competitors? Can you tell me 
your thoughts on the layout of the store? Colours, music, staff, general 
layout...etc.
12. What are your overall experiences of shopping in store? What factors are 
important to you when shopping in the supermarket?
13. Are you under time constraints when you go grocery shopping? If not, do you 
tend to browse and see what is on offer?
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14. When grocery shopping, do you usually grab items from the shelf without 
putting much thought into your action? Do you notice what shelf you look at 
first?
15. Do you stick to the brands you know and are used to or would you try new items 
when introduced? If yes, why do you think this is?
16. What would attract you to a new product in store?
17. If you impulse purchase items previously unconsidered, do you feel regret once 
you leave the store?
18. Tell me about your experiences of grocery shopping when hungry.
19. If you were shopping with family or friends and they picked up something new 
in store, would you be intrigued to purchase the item?
20. Does your mood affect how you grocery shop?
Appendix E: Email of Participation Request
To Whom It Concerns,
My name is Margaret Finnegan, and I was in contact with you over the telephone 
in regard conducting a questionnaire in your store and online on the impulse 
buying o f new products in the grocery retail sector. More specific, I am trying to 
conduct research on the triggering factors that compel the consumer to inpulse 
purchase products (both old and new) in SuperValu stores.
I am conducting this research in partial fulfillment o f my Master’s Degree in the 
Institute o f Technology, Sligo. My reasons for choosing Supervalu is due to the 
strong focus on returning more revenue back into the Irish economy, compared to 
that o f international supermarket chains, as well as striving to employ locally.
Should you be willing and interested in participating in this research, I will be 
able to offer Supervalu a detailed document outlining its customers impulsive 
buying habits and what are the main triggering factors that encourage them to 
purchase.
I have attached a questionnaire for you to review. It w ill take approx. 7 minutes 
to complete and if  filled with a comprehensive list o f questions to get the most 
out o f the research being conducted. Please note, depending on the method of 
accessing the consumer base, this questionnaire w ill be adjusted.
I would like to thank you for taking the time to correspond to my telephone calls 
and emails, and I would be grateful if  you would consider participating in the 
research.
I look forward to hearing from you sooa  
Regards,
Margaret Finnegan
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Appendix F: Questionnaire Letter to Participating Consumers
D ear Participant,
I am  an MSc M arketing student a t Institute o f Technology, Co. Sligo. I am  conducting 
research on impulse purchasing behaviour o f consumers, w ith  regards to  new  
products, as part o f my degree program m e. The purpose o f the research is to  find out 
the triggering factors th a t com pel the consumer to  purchase new  products on 
impulse. The research is being directed tow ards low  involvem ent products in the Irish 
grocery industry.
Your participation is voluntary and you can choose to  decline to  answ er questions o r  
w ith d raw  fro m  the questionnaire at any point. All in form ation  provided during this 
m arket research will be protected and not attribu ted  to  you as an individual.
If you agree to  participate in this study please proceed to  fill out the fo llow ing  
questionnaire.
Thank you fo r  your help in this research.
M argare t Finnegan
E-mail: s00133686@ m ail.itsligo.ie
MSc. M arketing
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Appendix G: SuperValu Ireland Non Participation Reply Email
SuperValu
Real Food, Real People
16/06/2013
Hi Margaret,
I received your query through from Richard Lennoa
Thank you for your interest in Musgraves & SuperValu and for choosing to 
feature us part of your research. It certainly sounds like an interesting area of 
research.
Unfortunately we would not be able to host the survey or invite customers to take 
part on this occasioa
Margaret I wish you the best of luck with everything.
Regards,
Maressa Mills
C on sum er Insight E xecu tive ,
Innovation, C on sum er &  IT  (IC IT ),
M u sg ra ve  R eta il Partners,
Tram ore R o ad ,
C o rk
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Appendix H: Non Participation Email Response from Discounter
ALDI
22/05/2013
Dear Ms. Finnegan,
I refer to your e-mail regarding a request for information to assist you with your 
dissertation.
Unfortunately I am not in a position to assist you on this occasion as we do not 
participate in questionnaires or surveys regarding our operations.
I would like to take this opportunity to thank you for the interest you have shown 
in the Company and wish you success with your studies.
Best regards,
Ciara
Ciara Long
Managing Director Assistant / Logistics Director Assistant, Naas 
Aldi Stores Ireland Ltd.
x x x v i
